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.. Labor Costs Cut 50%... 


YOU may be able to cut labor costs by fifty per cent on 
your bag packaging lines. by installing Bar Nun Automatic 
Bag Feeding, Opening and Weighing Equipment — as this 
Coffee Distributor did. Each of these three Bar-Nun units, 
with mechanical precision and dependability, produces up to 
30 one-pound bags per minute — automatically feeding, 
opening, weigh-filling and ejecting each bag. 


Bar-Nun users repeatedly tell us. “We've cut labor costs in 
half” . . and, “Production is up and costs are down”. De- 
cide NOW to have all the profitable advantages that only 
the Bar-Nun brings, in your packaging department. Write 
today for details on the model that will cut your production 
costs the most. And, if you haven't yet received the new 
Gump Coffee Equipment Catalog, ask for your free copy.. 


B.F. Gump Co. 


Engineers & Manufacturers Since 1872 


1312 S. Cicero Ave. Chicago 50, Ill. 


EDTBAUER-DUPLEX IDEAL GREEN 


NET WEIGHERS 
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Yes, why not give yourself a “break” for 


WHY NOT 
GIVE YOURSELF 


a change . . . by selling your coffee in Cup 


Brew Coffee Bags. You'll enjoy added 


sales, increased distribution and larger profits, 


COFFEE "BREAK"? 


now decontrolled from OPS price regulations. 


Tasteless, strong and attractive Cup Brew 


Coffee Bags sell new customers on your 
brand, and your regular customers will drink 
more coffee when it’s a pleasure to drink and 


also a pleasure to make. 


Cup Brew Coffee Bags answer your 


need for an “up-to-date” coffee brewing 


method. 


An individual, one-cup service of pure, 
freshly ground, genuine coffee . . . that’s a 


Cup Brew Coffee Bag. 


Package right in your own plant, and sell 


Our national marketing 


| program is licensing under your established brand name. . . and 
established coffee roosters 
to sell thei 
Pi aged realize the thrill of developing new markets, 
Cup Brew Coffee Bags. 
winning new customers to your entire line, 


| Write for information on 


: and keeping pace with the trend in today’s 


oF A and production details; or 
A fo 
we're as grocery merchandising. 
t one. 
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CUP BREW COFFEE BAG CO. 


1715 Logan Street « Denver 3, Colorado « Phone AComa 4597 
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Gives all 


PLANT OWNER -Eliminates fire risks and other pro- 
duction worries by effecting the most complete removal of 
trash such as strings, sticks, rubbish, lint, fluff, hulls, chaff, 
dust and grit from green coffee. @ Saves its cost many 
times over, by preventing trash-clogged equipment. ©@ 
Gives you clean, velocity-air-scrubbed beans. @ Built to 
fit your installation space. 


EMPLOYEE--No dust blown into room. All trash and 
dirt collected are discharged into sealed container. ® No 
objectionable noise or noticeable vibration. Machine can 

be installed at any convenient point. @ Easy maintenance. 

No rolls, sifters, dust hoods or complicated drives. @ Simple 

to install. @ Automatic, continuous operation. 


CONSUMER- Eliminates foreign matter that can cause 
impairment of coffee flavor and cup-quality. @ Insures 
high sanitation standards. 


MEMBER OF 


BURNS. 


GREEN COFFEE CLEANER 


MADE IN 3 SIZES 


No. 9—for one 4-bag roaster. 
No. 8—for battery of 2 to 4 roasters. 
No. 7—capacity 15,000 Ib. green coffee per hr. 


Among the exclusive features of the Burns Recir- 
culating Green Coffee Cleaner is its use of an 
advanced type of pneumatic separator employing 
a “polarized” air stream, and the Keenan collector. 


Informative bulletin 8V3 is available... 
belongs in your reference file. 


ABEZ RN N IN 


DOESIGNERS AND MANUFACTURERS OF PROCESSING EQUIPMENT FOR THE 
FOOD NOUSTRY COFFEE TEA COCOA PEANUT BUITER NUTS MALT. CEREAL 
PRODUCTS ETC CONVEYING AND STORAGE EQUIPMENT + TESTING EQUIPMENT 
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all are enticed by and 

welcome the opportunity 
to grind their own coffee 
on the easy to operate.. 


SELF 
MILL 


Display side of No. 50 showing a bag of the 
2-EMPTY COFFEE INTO HOPPER... CLOSE Lip cof ee you wish to feature in the lighted display 
3-PLACE BAG OVER BOTTOM OF SPOUT section — right at point of sale. This concen- 

trates sales on one brand and speeds turnover. 


PUSH BOTH Im, OUT 
Bae REST 3.0. 
ON Counter 


Operator's side of No. 50 showing simple operating in- 
structions, Mistake Insurance, 1-lb. Bag Rest extended, 
and Chaff Mixing Spout. Standard finish Brown and 
Cream. Counter space 141/2"x11". Height 25” 


THE GRINDMASTER is powered by a special 1/3 hp. 
condensor start General Electric motor. Its burrs are genuine 
NILHARD, a most wear-resistant chrome nickel alloy. It 
grinds at rate of 2!/, Ibs. per minute direct into 1, 2 or 3 
Ib. bags. Chaff is automatically mixed. The GRINDMASTER i 
is Underwriter Lab. approved, has automatic protection : Ex 
against foreign matter in coffee and features Mistake sell 
Insurance which protects against: C 


1. Failure to turn motor 4. Placing any size (1, 2 
off at completion of grind. or 3 Ib.) bag in wrong 
2. Grinding before bag is Position. 

placed under spout. 5. Short-changing due to some 
3. Pouring coffee into hopper coffee not being expelled. 
when motor is running. 6. Spilling or wasting coffee. 
Mistake Insurance can be found only on the GRINDMASTER. 
It is a combination of Electrical and Mechanical features 
that insures correct operation by even the most inexperienced 


operator. 
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F a betting term, 
but exactly the reverse for 
Standard Brands’ “Chase & 
Sanborn New Seal Brand” 
coltee. 

This brand is on sale in 
some areas packaged both 
in paper and in metal. The 
roaster’s objective, natur- 

ally, is to retain complete brand identity, regardless of 
the container the customer chooses. Color match must 
be exact... nothing left to chance. 

Among the reasons Standard Brands has selected 
Union to supply a major part of its “Chase & Sanborn 
New Seal Brand” bag requirements is Union's excep- 
tional printing facilities. 

These days, when the cost-spread between paper and 
metal packaging has increased meaning for the coffee 
industry, it is particularly worthwhile to investigate 
what Union may be able to do for you. Ask a Union 
representative to call today, 

HOW THIS 
BAG IS MADE 


Production Features of 
“Chase & Sanborn 


Ss Economical Shipping Protection with New Seal Brand” Package 


pe UNION COFFEE SHIPPING BAGS 


Millions of pounds of packaged coffee and tea TYPE OF BAG OUTER PAPER: 
Automatic | 50* White S. C 
Pique Embossed 


are shipped in these bags every year. They 
cost less, save packing room costs, trim: ship- SIZE: 1 Ib 
ving Costs, give vou complete size flexibility INNER LINER: 

INKS: Red & Blue 
insuring a firmer package regardless of vari- 307 Amber Glassine 


ations in bulk of roasts or grinds. 


UNION BAG & PAPER CORPORATION UNION'S MODERNIZED PLANT AT HUDSON FALLS NY 


Woolworth Building New York 7, New York BILLION BAG SPECIALTY PACKAGING HEAUQUARTERS 
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THE GREAT ATLANTIC & PACIFIC TEA CO. 


IMPORTERS, ROASTERS, RETAILERS 
OF FINE COFFEE 


Represented in 


AND COLOMBIA 
By the 
AMERICAN COFFEE CORPORATION 


BRAZIL 


is preferred --because of its 


@ True Characteristics of Mild Coffee 
®@ Cultivation in High Altitudes 
@ Preparation by Best Known Methods 


Expert Care in Final Removal of Defects 


DEPARTMENT OF AGRICULTURE PORT AU PRINCE, HAITI 
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Here’s a good sales tip for you: 


Remember, a little more than twenty years ago, 
when coffee-roasters told Mrs. America about cof- 
fee packed under vacuum? 

She pricked up her ears, listened, and bought! 
Sales figures for vacuum packed coffee zoomed 
from 14.4% of the market to 31.9% in the period 
from 1931 to 1941! 

Are you making the most of this powerful, dra- 
matic story of the vacuum packing process today ? 


HERE’S why you should 


There are now 14'2 million more new homemakers 
than in 1931 and they've perhaps never heard the 
story at all! Plus all the other women who haven't 
heard the story lately. 

So sell your story, Mr. Roaster! Sell it in your 
own advertising. Sell it with a statement promi- 
nently displayed on your package, signifying that 
your coffee’s precious flavor is protected by vac- 
uum packing. 


... The vacuum packed can sold her then 


In your advertising, tell today’s women Emphasize ‘vacuum packed” promi- 


how vacuum packing protects coffee nently on your label! Let people know 
flavor! you protect your coffee’s flavor and 
freshness! 
NEW YORK 
CHICAGO 
SAN FRANCISCO 
HAMILTON 
s CANADA 
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METAL-END 
BRE CONTAINERS... 


Your Four-Star Answer 
to Uninterrupted 
Production 


*& STRONG. Durability is one of the 
pre-requisites of every R. C.- designed 
container. Asphalt-impregnated and 
paraffin-lined containers are only two 
examples of the thorough product pro- 
tection offered by R. C. Packaging. 


& COMPLETE VARIETY OF 
SHAPES AND SIZES. 


* FAST, DEPENDABLE DELIV- 


ERY. Free from the production head- 
aches attending material cutbacks. Four 


factories to serve you. 


%& LOWER COST. In spite of these 
assets for smart-looking, up-to-date 
packaging, R. C. containers cost less to 
produce, less to ship. 


“Have Your Next Package 
‘CAN-gineered’ by R. C.”’ 


Foctasy Chambers St., St. Louis 6, Mo. 
Bronch Factories. Arlington, Tex.; Rittman, O.; Kansas City, Mo. 


SALES OFFICES 
#19 Carondelet Bldg. New Orleans 12. La. CAN SUPPLY CO.. 1006 Washington Bivd.. L.A. Calif L. C. MORRIS Co.. 1125 Spring St.. N.W.. Atlanta. Ga 
TT 608 McCall Bldg Memphis 3. Teno — F. DELINE CO. 222 W. Alameda. Denver 9, Colo W. L. BENNETT. 126 S. Third St.. Minneapolis 1. Minn 
R C CAN CO. 225 W. 34th St. New York, N.Y GARRET P. KELLY, 1300 East Park Place. Milwaukee, Wis 
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NOW 
MORE THAN EVER 
1S THE TIME TO 


SAVE 


CA8/NDA 


Ambriz- 


AMBRIZ Encoge 


LUANDA ‘Cazengo 
Libolo 
Amboim 
NovoR 
Novo RE00NDO 


L08/TO 
BENGUELA 


PPHEY ARE SWEET AND THEY WILL 
aN DOWN THE COST OF YOUR LENDS 


JUNTA DE EXPORTACAO 


Offi 
hua Augusta 27 Lisbon Portugal 


Branches: Cabo Verde « S Tome’ + Angola 
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SAY AMERICA’S HOUSEWIVES 


HOUSEWIVES PREFER coffee in cans because 
it's easy to carry home, stores compactly on pantry 


shelves, and flavor and aroma are fully protected. 


There’s never any loss or waste through breakage. 


YOU CAN’T BEAT 
CONTINENTAL’S SERVICE 
TO COFFEE PACKERS 


When you come to Continental, you get more machine maintenance, show you how to step 
than tight, brightly clean coffee cans. You get up production, or design labels with sales ap- 
the best in personalized service, too. Our tech- peal. We'll welcome a chance to discuss your 
nicians can help with plant layout or closing problems! Just give us a call! 


CONTINENTAL € CAN COMPANY 


CONTINENTAL CAN BUILDING * 100 East 42nd St., New York 17, N. Y. 
EASTERN DIVISION CENTRAL DIVISION PACIFIC DIVISION 
100 East 42nd Street, New York 17 135 So. La Salle Street, Chicago 3 Russ Building, San Francisco 4 


the 
~~) 

LS 
A ‘| 
| 

4 

i 
| 

ime) FEE & TEA N T Fia F 3 


YOURS for the asking 


The booklets listed below contam spectai- 
ized, detailed information on various sub 
ects. This literature 1s yours for the 
asking. Merely fill out the coupon and mail 


l COFFEE GRIND INFORMATION 

40-page catalogue containing = intor- 
mation on grinding equipment and methods 
has just been issued by the F. Gump Co 
Included ts data on weighing, cleaning, 
feeding and blending systems, with ma 
chinery specincations, elevation drawings of 
installations and pictures of plant setups in 
this country and Canada. B. F. Gump Co., 
Inc., 1325 South Cicero Ave., Chicago 50, 
Hl 


2 INSTANT COFFEE DATA 

Yours for the asking is a comprehensive 
survey of the instant coffee field which 
answers such questions as: How much 
capital investment do you need to get into 
the instant market? What additional ad- 
vertising budget 1s neccessary for instant / 
What are your chances in competition with 
national brands’ Coffee Processors, Inc.. 
11 North Halsted Street, Chicago, Hl 


3 “MODERN FILLING MACHINES 

This illustrated, four-page folder de 
scribes various kinds of filling machines 
developed for today’s packaging requirc 
ments. Among the machines are universal 
fillers, automatic augar feeds, automatic de- 
plex units, automatic tight wrappers and 
others, Stokes and Smith Co. 4900 Sum 
merdale Ave., Philadelphia 24. 


4 ~COFFEE, COCOA AND PEANUT 
MACHINERY 

Pamphlets and circulars describing the 
low temperature process of roasting coffee 
which has been extended to continuous 
roasting machines for peanuts and cocoa 
beans; also circulars on machines for clean 
ing these commodities. A new brochure 
covers the “Thermalo” process of roasting 
Booklet on Granulators also available 
Jabez Burns & Sons, Inc., 11th Ave. and 
43rd St. New York 18, N. Y. 


5 COFFEE BAGS 

New coffee profits, more outlets and 
greater distribution is claimed for one 
cup coffee bags packed by the roaster right 
in his own plant. An illustrated, four- 
page folder describes Cup Brew Coffee 
Bags and tells how roasters can use them 
to improve their market position. Cup 
Brew Coffee Bag Co, 1715 Logan Street, 
Denver 5, Colorado 


6 COFFEE MILL 


A booklet describes a new type roller 
mill said to grind coffee in such a gentle 
manner that no heating of the coffee occurs 
to affect quality or flavor. Moore Dry 
Dock Co., Industrial Machinery Division, 
Foot of Adeline St., Oakland 4, Cal 


SPICE MILL PUBLISHING CO. 
106 Water St... New York 5, N. Y. 
Please send me the booklets whose numbers 


I have checked 
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King Coffee's new one-level, straight-line production plant in Detroit, Mich. 


King Coffee’s one-level plant 


Not too long ago, cottec roasting plants were built as 
Wherever possible, 


to move materials, and the set-up was considered the las: 


multi-story. structures gravity was used 
word in ctharency 
But the last 
onditions 


word 1s, of course, never really the last. 


Changing new demands, spark continuing ad 


vances, It roasting, as in other fields, things don’t 
st ind still 
Today, when a cotfee roasting plant is built, more likely 


than not at will be spread along one level, rather than in 


t pile several stories high 
Whether it ty one story or not will depend, of course, on 
both price and availability In 


such factors as real estate, 


fevcloped location, it is entirely likely that a multi 
even today But 


lding will be the 


most. efficient 


xe factors are no obstacle, chances are the design 
plants a few have been 
so recently the dust has not. yet 
derstand why roasters, other things 
singh level 

the clean-looking, modern building 
ind Lawton Streets, close to the 
ont This one-story structure is the 


plant of King Coffee, Inc., a 
to hotels, restaurants, institutions 


73-year-old 
clusivels 
grocers 
newest the 


one of the ountry 


litively tew built from the ground 


cCottce 
location of the plant reflects careful 


the production ot 
lly, the 


thinking The 


fast distribution I] parts of the 


s central, which makes it easier to get 
Detroit area 
Highway and railroad transportation are right at hand. The 
plant will overlook the Edsel Ford Expressway when that 


vreater 
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The building covers 22,000 square feet. 


artery 1s completed, and a railroad siding runs to the back 
door, 

The set-up offers one-flcor, straight-line production, from 
gicen coffee receiving at the railroad siding at one end of 
the plant to the truck loading ramp at the other, where the 
finished, packaged product 1s shipped out. Because of the 
one-foor, straight-line laycut, all phases of the production 
job are materially speeded up 

The factory ts not laige, as plants go, but it does cover 
22,000 square feet. The sct-up handles present require- 
ments adequately, according to John E. King, Jr., president, 
and it will also be able to handle projected requirements. 

King Coffee new Operates in a territory covering 60 per 
cent of the state of Michigan, and the company is branching 
out into additional areas 

From the start of the processing to the finish, King Coffee 
harnesses modern methods and equipment. 

Green cotfce arrives in freight cars spotted beside the rear 
In each car, the bags of coffee are loaded 
onto wooden pallets measuring CO by G6 inches. 7 wenty 
five Santos-type onto cach pallet. Pallet 
loads are removed from the car by a 4,000-pound Towmotor 


deors of the plant. 


bags Ate loaded 
which trundles them to the coffee storage 


high-lift) truck, 
A headroom 


area where they are stecked three pallets high 
of 16-feet permits this vertical piling 

The storage facilitics are adjacent to the beginning of the 
production line. From. storage, the green coffee is sent 
through a Jabez Burns green cotfee cleaner into one of six 
green coffee storage bins, each with a capacity of 4,000 
pounds 

The cotfee is blended green, with the weights determined 
on a Toledo dial hopper scale on tracks under the bins. 
Bucket clevators then carry the coffee to the roasters, which 
are Jabez Burns Thermalos 

One of these roasters 1s the new smokless type; conversion 
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of the others is planned after thorough tests and comparsions 


are completed. 

The roasting ts controlled automatically by both Brown 
Instrument electronic units and Tempo-Vane automatic con- 
trols, both of which have proved highly successful, according 
to company executives 

After roasting, the cotfee is cooled in Jabez Burns Stirflex 


(Continued on page 24) 


The one-level plant in operation. Right: Using a Towmotor 
lift-truck to unload green coffee bags from a freight car 
spotted on the siding at the rear of the factory. Below, 
left: The lift-truck storing the green coffee on pallets 
three high in the warehouse area. Below, right: Chief 
roaster Leonard Telinda preparing to “pull” a roast from 
an electronically equipped roaster. Bottom lefi: Pound 
bags being automatically sewn on the packaging line. !n 
the background are Stokeswrap machines for two and a 
half and three ounce coffee packages for glass coffee 
makers. Beyond can be seen three large grinders. The 
packages are put into large bags, as in lower right corner, 
for shipping. Bottom right: Gravity roller conveyors carry 
the shipping bags to stock benches near loading ramp. 
Trucks loads for next morning delivery are made up sepa- 
rately on individual hand trucks. Pictures courtesy Michi- 
gan Restaurateur. 
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Let’s sell more cottece.ee. 


It is our desire, Mr. Roaster, to join hands with you to help 
step up coffee sales. Primarily, we aim to do this by supplying you 
with green coffee of the widest possible selections of grades and 
growths. 

Our coast-to-coast organization plus representation of out- 


standing shippers has enabled us to achieve this objective to the 


satisfaction of a growing list of roasters. 


RUFFNER,McDOWELL & BURCH, INC. 


SAN FRANCISCO — CHICAGO — NEW ORLEANS — NEW YORK 


It pays to trade the “Ruffner” way 
COFFEE BROKERS and AGENTS—— 


& TEA INDUSTRIE 


YFFE 


Let’s face facts on solubles 


More people are buying solubles, and doing it because they like 


With due respect to the point of view expressed by Dr. 
P. W. Punnett in his recent article, “Soluble Coffee vs. Regu- 
lar Coffees’, I feel there is need for rebuttal. 

Our own laboratory and—more important—general pro- 
duction results as well as consumer research, tell the practical 
story which formed the back- 
ground for the original article 
referred to by Dr. Punnett. 
It iy also apparent that  be- 
cause of slight differences in 
basic calculatiens, some of his 
findings are out of harmony 
with our own daily experi- 
ences. In all deference, this 
writer believes there has been 
a stressing of side issues and 
a failure to ceme to grips with 
the material or significant 
ones George Harrison 


Regardless of individual points of view concerning bev- 
erage yields obtained from soluble coffee, regardless of lab- 
oratory figures on caffeine content, extraction rates, temper- 
atures, pressures, blend variations, color of roast or the many 
techniques entering into any consideration of soluble cotfee, 
there remain realities which dominate the thinking of men 
who make a living by selling coffee, 


Consumable solids 


To agree or not to agree, it remains true that individual 
evaluation as to what is or ts not a super-claim on the part ot 
some soluble procedures depends on the point of view. It 
may, for instance, be claimed that the average waste of con- 
sumable solids—both in the disposed grounds and in the un 
consumed beverage—has been considered by those who figure 
their two ounce unit of pure soluble coffee goes as far as one 
pound of regular coffee, despite the knowledge that one 
pound of roasted coffee could technically yield at least four 
ounces of soluble coftec 

Their contention appears to be based on the likelihood 
that the consumer wastes half the available solids in regular 
coffee as against complete c nsumption of all he gets in the 
two ounce size soluble coffee. It 1s not the writer's intent to 
assess the merits of this calculating method. 

Claims by some soluble coffee manufacturers as to the 
number of cups of coffee obtainable from their brand and 
the excellence of their coffee powder are essentially com- 
parable to the Claims of some roasters that their brands will 
yicld more of everything, from cups to flavor. Where regu- 
lar cottee competition 1s especially keen, roasters go to many 
leneths to promote their brands by appeals to the sexes, to 
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them, says this manufacturer. It can mean more sales to roasters. 


By GEORGE HARRISON, President 


The Harrison Co. 


the expert, to the gourmet, impressing the superior and pre- 
eminent qualities of their coffees on the consumer. This ts 
accepted selling technique. 

Roasters have found if they want to gain priority to the 
consumer's coffee dollar, they must do more than just pro- 
duce a top-notch blend of coffee, the fruit of many years’ 
exacting know-how. All of the popular brands of coffees in 
the country — some 300 to 400 good blends — have their 
friends, gained through the senses of seeing, hearing, smell- 
ing and tasting; influenced by the bright eyes, attractive 
smiles and apt tongues of genial salesmen, bolstered by a 
thorough and meticulous public relations program, plus oc- 
casional tempting gift offers. Egad! How much more can 
be done to get and hold the consumer's favor? 


Modern extraction methods 


Modern extraction methods used by soluble coffee manu- 
facturers produce soluble solids yields of from 22 to 28 
per cent—plus from roasted coffee. With the total yield 
available, the consumer definitely gets a greater return of 
palatable cotfce solids than he would reasonably expect to 
get from a representative quantity of regular coffee, regard- 
less of the manner in which regular coffee is prepared in the 
home. 

The consumer who uses more regular coftee than the 
recommended amount will also use more soluble coffee than 
suggested, to obtain his favored strength. such case, 
despite fewer servings than that indicated on the label, his 
return in solids is unquestionably greater than his solids re 
turn from a technically comparable quantity of regular coffee 
Consequently, the consumer's coffee dollar does in fact go 


further with soluble coffee than with regular cotfee 


Caffeine content 

To the writer's knowledge, the consumer docs not purchase 
the usual solubles by caffeine content, and neither the regular 
coffee man nor the soluble coffee man has made any claim on 
how much caffeine is guaranteed. In producing soluble cof 
fee, a portion of the caffeine is lost, but this has made no 
difference to the increasing number of soluble coffee users 
Ditferences in catfeine content of the roasted coffees used, 
as well as catfeine losses during processing (not readily con 
trollable), make it practically impossible to calculate the 
total solids return obtained frem regular coffee on the basis 
of the amount of caffeine found in the soluble 

Palatability is no longer a questionable feature of soluble 
cotfee. Evidence to support this view 1s available from many 
sources, which include both quality tests by trained taste 


panels and consumer acceptance studies run under various 
d sions 


(Continued page O5) 
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Choice of American Koasters 
Creators of Good Ul 


San Salvador -_ El Salvador 


Cable Address: Coscafe 


COMPANIA SALVADORENA DE CAFE, S. A. 


Telephone Nos. 758 & 1632 


PRUDENTE FERREIRA 


COMISSARIA E AGRICOLA, S. A. 


EXPORTERS 


Rua do Comercio, 26, P. 0. Box 639 


Cable Address: “PRUFER” 


Director-President: Ulysses Ferreira Guimaraes 


Director-Manager: Lamartine Ferreira de Albuquerque 


Fazenda Maragogipe, P. 0. Box 223 
Santos — Brazil Rolandia — Est. do Parana, Brazil 


Director-Superintendent: Dorival Guimaraes Silveira 
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Che management forum 


Developing market coverage 


By NORMAN H. GROSS, President 


In this management forum, author Norman H. Gross 4s 
relating modern business techniques to management prob- 
lems of the coffee roaster. 

This article, second of a series, discusses methods which 
can be used to strengthen market coverage. 

A forum ts a two-way streei; it implies questions and com- 
ments. We invite your letters, either on ideas im the articles 
OY On Specific management problems of your oun. 

Mr. Gross will answer queries of general interest in this 
forum, others by direct mail—Ed. 


Once you have charted your market coverage as outlined in 
last month's article—week spots as well as strong spots, and 
classified by area, kind of distribution, type of store—you 
are in a position to consider 
intelligently steps to strength- 
en your position. 

These steps will, of course, 
vary according to type of out- 
let and also method of sale 
whether direct, by your own 
salesmen, or indirect, through 
wholesalers. 

In our discussion here, we 
examine direct sales first, sep- 
arately for cach type of out- 
let, and we then look at in- 
direct sales. 


Norman H. Gross 


Chain store coverage 


With the development of the chain store as the major 
channel in grocery movement, the entire food industry has 
been confronted with new factors. The gargantuan nature 
of the chains led inevitably to their entry into manufacturing 
under their own brand and trade names, which get prime 
attention in the chains’ retail outlets. 

On brands other than their own, the policies of the chains 
are equally realistic. They are based on management studies 
which show the rate of movement needed to justify the ex- 
istence of any product on their shelves. Availability of shelf 
space tor a product, and the amount of space the product 
gets, is normally related directly to the item's volume of sales 
and profit. 

While feature attention for your product by chains is highly 
desirable, because of the proportion of total sales they rep- 
resent, achieving it may be relatively difficult. 

We can start with the premise that those chains which do 
not carry your product now will do so if sufficient consumer 
demand makes itself felt. The problem of winning ac- 
ccptance by the chains is therefore the problem of generating 
consumer demand. 

In developing a concerted effort to achieve chain store 
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Cup Brew Coffee Bag Co. 


coverage, it is usually helpful to sit down with the regional or 
district managers of the chains. You can indicate to each of 
them your desire to achieve coverage and your willingness to 
do the promotion and advertising job necessary to get re- 
sults. It would not be amiss to ask for suggestions as to 
the type of program the chain might like to see worked out. 
ag well as any special methods which could be used or spectal 
inducements that might be offered. 

The importance of creating the proper impression of the 
cooperative attitude and integrity of your company cannot be 
over-emphasized. A courteous, gracious and patient manner 
by your company’s top representative in dealing with a chain 
will do much eventually to get your product into its outlets. 
Even though you are turned down on many occasions, if 
you can continue to build up, among the chain's executives, 
the belief that you and your company are responsible leaders 
in your field and in your community, and that the company 
is One of utmost integrity, persistent effort will eventually be 
successful. This type of public relations selling fits into the 
constant effort to develop consumer good will at a// levels. 

For a long time, the use of coupons, cither in advertising 
media or distributed to the housewife, was considered an al 
most sure-fire methed of generating consumer pressure on 
chain groups. Like most other successful means, this one has 
been so overdone as to have lost a fair share of its effective 
ness, and its use should be judiciously studied. If your 
market ts one in which the consumers are subjected to a con 
tinuous barrage of coupons of every nature, don't expect 
overwhelming success. 

Limited studies seem to indicate that coupons delivered 
to the home have a much higher redemption prospect than 
those merely inserted in advertising. If couponing is to be 
tried at all, the coupon should be of sufficient value to make 
it really attractive, and with current prices a ten or fifteen 
cent coupon is not usually considered sufficient to do a job. 
Premiums and other “gimmicks” can also be used with vary 
ing degrees of success. 

By entering into community service projects, donating 
coffee to church groups and others of like nature, you can 
help build up community acceptance of your product. 

Basically, however, the primary aim is to establish your 
product through consistent, concerted and well-planned pro 
gram of advertising and promotion, and where chain store 
coverage has not been attained, it should be looked on as a 
long-range program. Chain store coverage is usually achieved 
after at least a fair degree of success has been enjoyed by your 
product in the non-chain groups. 


Large local chains 


While large local chains have some of the features of 
national chains, including quite often a custom-packed brand 
(Continued on page 21) 
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“LOADING TEA IN CEYLON AN ORIGINAL LITHOGRAPH BY HENRY E. WINZENREID 


“TEA FOR 


“Tea for two” is a fast growing American custom, but good tea must be 
carefully packaged to preserve its full flavor and aroma... and to prevent 
contamination by outside odors. To secure this protection, most of the best- 
known brands use special Riegel papers . . . highly protective papers that 
are attractive to the eye and that work well on modern packaging machinery. 


There's a Riegel Paper for almost any requirement you may have in protec- 
tive packaging ... a paper you can depend on for economy and production 
efficiency. We feel sure we can serve you in the same effective manner we 
now serve the sales leaders in so many different fields. Write us today. 
Riegel Paper Corporation ° 342 Madison Avenue, New York 17, N. Y. 


*Permission granted by Harms, Inc. 
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18 TEA and The Fa 


NDUSTRIES Fie 


» 
1 


ti the menu 


developments among public feeding outlets 
Coffee vending machines 
continue striking gains; 
number up 105% in 1951 


Vending machines dispensing hot coffee enjoyed an 
increase of 105 per cent in the 12 months ended Decem 
ber 31st, 1951. At the beginning of 1951, there were 
1,450 hot coffee venders on location; by year's end, this 
number had swelled to 9,100. 

Annual figures just released by Vend, the magazine of 
automatic merchandising, show that hot coffee led all 
other types of vending machines in percentagewise 
growth during 1951, 

The 9.100 coffee dispensers now on location sell an 
average of 720 cups per week per machine. Annual 
vended volume of cotfee amounts to 340,704,000 cups, the 
Magazine said 

Currently, the automatic merchandising industry ts re 
tailing nearly $1,000,000,000 worth of products annually 
Vending machines now account for 16 per cent of the 
total sales of candy bars and for 19 per cent of the total 
cigarette volume 


Said Vend of the potential for coffee vending: “'Cotfee 
Machines now get ready acceptance from all types ot 
cottee drinkers. The taste factor, important to coffee 


vending s growth, has apparently been solved to most 
cotfee drinkers’ satisfaction. Processors are now at work 
capturing the aroma. The potential for coffee vending 
at this point is virtually unlimited.” 


Rudd-Melikian introduces new coffee vendor; 
says firm's units handle 3,500,000 cups weekly 


A new cottee-vending machine, the Coffee Cub, said to 
return a profit even if it vends only 20 cups a day has been 
introduced by Rudd-Melikian Inc., Philadelphia. 

The new machine sells for about $700 and the company, 
is the nation’s largest manufacturer of automatic coffee dis- 
pensers, predicts that it will be widely used in small and 
medium-size plants throughout the world. 

Currently, Rudd-Melikian machines dispense a minimum 
of 200 cups of hot coffee daily in more than 5,000 plants in 
this country and in Alaska, Canada, the Hawaiian Islands 
and the West Indies. 

Lloyd Rudd, president of the company, reported recently 
that 3,500,000 cups of coffee are being dispensed weekly 
by his firm's machines. 

By the end of 1952 we anticipate that between 7,000,000 
and 10,000,000 cups will be dispensed per week,” he said, 
adding that most of this additional volume will come from 
the introduction of the Cotfee Cub. 

The company also anticipates proportionately increased 
sales of its frozen liquid coffee, which it markets under the 
brand name of Kwik-Kafe. 

When distribution plans have been completed, Rudd- 
Melikian will launch a national newspaper, radio and trade 
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peblication campaign through the Wil Roberts Advertising 
Co. 

Dealers are being supplied with ad mats featuring cartoon- 
type illustrations, designed to interest industrial organizations 
in on-the-job cottee dispensers 


Restaurateurs get coffee tips 


Some useful tips on how to serve coffee have been 
getting top play in restaurant publications 

The front cover of the January, 1952, tssue of Restau- 
rant Management, leading trade magazine of that indus 
try, had a color cartoon showing an angry customer try- 
ing to heat a cup of cotfee at his table over a candle 
flame. 

The caption read 
cold. Increase your tips—keep patrons sold.’ 

In a National Restaurant Association booklet called 
Check List of Successtul Ideas tor Restaurant Operators, 


Serve hot food hot and cold food 


by George .J Ports, of Benton & Bowles, Inc., this sug 
gestion comes early in the list 
“Coffee is crucial! Make sure yours ts always fresh, 


hot and good! 


Final assembly line op- 
erations at the Weo- 
hawken, N. J. plant 
of S. Blickman, Inc., 
on what the company 
believes is the big- 
gest production of 
arge-capacity coffee 
urns in recent years. 
In the foreground are 
100-gallon stainless 
steel urns. At the far 
end institution- 
type batteries, each 
urn with a 100-gallon 
capacity. 


Harry Roehm named by Cory 


J. W. Alsdorf, president of the Cory Corp., Chicago, 
has announced the appointment of Harry Rochm as do 
mestic products sales manager. 

Mr. Roehm had been manager of the company’s mid 
west division, In his new capacity, Mr. Rochm will make 
his headquarters at the Chicago othces of the corporation 

The duties which he undertakes were previously per- 
formed by N. H. Schlegel, Cory vice president, who will 
now devote his full time to direction of the company’s 
everall sales and advertising activities. 


Vaculator now printing dealer names on bowls 


Dealers featuring Vaculator Waldorf glass coffee maker 
bowls of the Hill Shaw Co., Chicago, can now have their 
name, advertising slogan, or trademark prominently 1m 
printed on the bowl, according to an announcement by 
Jon Zitz, general sales manager 

The imprinting ts silk screened on the bowl so that 
it ts easily visible whenever coffee is served or when the 
bowls are on the back bar of a restaurant or fountain 
This, dealers say, makes effective point-of-sale advertising 


Guatemala's 1951 coffee exports 


Total coffee exports from Guatemala in 1951 were 107, 
300,000 pounds. 
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IMPORTERS -COFFEE 


ESTABLISHED 1914 


Coffees of High Quality are Produced in: 
COSTA RICA e CUBA e DOMINICAN REPUBLIC 
EL SALVADOR e GUATEMALA e HAITI 
HONDURAS e MEXICO e NICARAGUA 


For uniform quality and satisfied customers 


It will pay you to use these coffees in your blends 


FEDERACION CAFETALERA 
CENTRO- AMERICA - MEXICO - EL CARIBE 


SAN SALVADOR, EL SALVDOR, C. A. 


Direccion Cablegratica: FEDECAME 


& TEA INDUSTRIES and The Flavor 


COPFES 


| 111 Watt St. New YorK 


Developing market coverage 
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of their own, they are not apt to be as demanding about the 
percentage of total volume going to their own brand name, 
and they are also inclined to go along with the featuring of 
outside brands in conjunction with manufacturer programs. 
These groups face the problem of competing with the na- 
tional chains, and accordingly are always looking for items 
which they can feature and for “deals” which make the item 
profitable either in itself or through the traffic it creates. 

In some cases tt will be possible even to arrange in-store 
demonstrations of your coffee on weck-ends. Quite often 
inducements such as special premiums, special price deals, 
etc, will produce good results. 

With this group, the job must never be one of just ach’es 
ing a sale or order but rather of sitting down wih the buyers 
and trying to find out what you can do for them. 

Here, again, community consciousness of your product and 
company will be a major factor in determining success or 
failure of your program. 


Independent supermarkets 


The independent supermarket, one of the signs of a chang- 
ing food merchandising picture, is usually a store with ag- 
gressive merchandising policies. This type of store has all 
of the problems of the local chain, plus the added one of 
less purchasing power. Their biggest problem is to get a few 
items which can be featured at the same price, or less, than 
the chains. The independent can usually do an excellent job 
on one brand. 

Your problem is to make it possible for the independent 
supermarket to achieve its ends by using your product. 

In this type of store, the idea of making available to the 
merchant a premium, such as a television set, with a large 
purchase of your product, to be given to one of his customers 
for your coffee, has met with quite a bit of success, 

Participation in the merchant's advertising has great im- 
portance to the independent supermarket. Here there is only 
a one store volume to absorb advertising which must compete 
for public attention against that done by chains, which can 
spread the cost over a much larger gross volume. While the 
advisability of participation in advertising will not be dealt 
with in this article, since it will be covered in detail in a sub- 
sequent one, the viewpoint of the operator of the independent 
supermarket cannot be ignored. 

The independent supermarket is also amenable to help 
from salesmen in arranging displays, suggesting merchandis- 
ing metheds, advertising techniques, etc. In dealing with 
this type of operator, your salesmen must be in a position 
to offer real help. Moreover, he must learn to appreciate 
the store operator's problems. 

Price and discount structure is extremely important to the 
owner of the independent supermarket, since his aim is active 
and successful competition with the chains. The degree to 
which your firm can help him achieve this end will help 
shape his decisions. 


Medium-sized stores 


The medium-sized stores—usually offering delivery service, 
charge accounts and many little personal services—quite 
often try to deal in somewhat fancier products and of neces- 
sity must charge a fancier price. With the relatively low vol- 
ume, their margin of profit requirement is comparatively 
high, and they normally are willing to handle most lines, 
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providing they are properly broached by the salesmen and 
properly serviced by the company. 

Their relative percentage of total sales is somewhat small, 
but as a group they can be valuable customers. They do not 
normally exert any special sales effort on any brand, and if 
your brand is to have good movement, shelf space, display 
work and point-of-sale advertising become your responsibility, 


Small groceries 


The “Mom and Pop,” or delicatessen type, stores will 
usually carry but a few lines, due primarily to their limited 
volume as well as capital and shelf-space limitations In 
contrast to most other types of stores, they will sell through 
personal efforts the particular brand they want to feature, and 
in some cases it may be the only brand they handle. 

Other factors being equal, the brand handled by these 
small stores is quite often the brand carried by a friendly 
salesman who takes the trouble to call on them and become 
acquainted with them, stopping occasionally to discuss politics, 
families and weather. 


General factors 


As salesmen work in a given territory or in a given area 
month after month, they develop a list of stores on whom 
they do not call, presumably because they were turned down 


(Continued on page 28) 


U. S. Coffee Imports 


Total imports for consumption, in 60 kilo bags 


Percentage 
Increase of ecresee 
den. te dan, | te Jewary 7 
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Verezvels m4, 267,99 1.6 
Comte Rice 220,480 
Dowinican Republic 25437390 10 
Nonduras 93,549 119,78 Os + 26,155 
Tote! Pan-amrican Coffer 16,095,288 $0,676,942 ot, 
Other westere Noni where 
Wi caraque ‘3 - "798 
foustor 150, 6: 10,59 1,924 
2,095 - - 1,35 
Netrer lands - - ye 
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Total Other vestern Rew! sphere 66,576 3.8 - 4,729 2.2 
APRICA 
quese Africa ™7,690 961,298 a 3,668 + 45.9 
French Africa & Madagescar 4,60 0.2 - O83 
Gri tien west Africs 
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indie 9,819 = 100,08 
Indonesia © 12,8 
Portuguese Asie - 
TOTAL & OCEANIA 9,94 * 
van - - 7,415 = 99.9 
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All Other Vertern tam! sphere 
All Other Origine Set 19, 
TOTAL 106 1,917,927 10,46 


3} Green coffee equivalent of 623,956 roasted pounds imported free Great Griteln ane 44! from Merve. 
Green coffee equivalent of 205 resected pounse imported from the Kether lands 
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PACB advertising drive, 
sct tO begin in April, 
will stress “coffee break” 


The Pan-Amernan Cotfee Bureau's forthcoming 1952 
idvertising program will spotlight the “coffee break” theme, 
cording to Charley G. Lindsay, manager of the Bureau 

Mr. Lindsay, along with W. F. Williamson, executive vice 
president of the National Coffee Association, and Fred 
Baxter, of Robert W. Orr Associates, Inc., the advertising 
wency handling the drive, recently toured the main cities in 


th ountry presenting the promotion to meetings of the 
otfcee trad 

Described by Mr. Lindsay as “the biggest, most ambitious 
promotion in the Bureau's history,” the campaign will stress 

its major theme the growing consumer -trend to daily 
tune-out-tor-cottce. Copy will urge housewives, students, and 
factory and ottice workers Take time out tor coffee! Give 
yourscll a cottce-break nd yet what cotfee gives to you! 

Phe nationwide campaign will feature full-page four-color 
ivertiscmncents in Lite and The Saturday Evening Post and 
bhick and white half pages in the four leading women's 
service magazines: Ladies’ Home Journal, McCall's, Woman's 
Home Companion and Good Housekeeping 

The Bureau wall also push the coffce-break theme in 
loading grocery, restaurant and fountain trade publications, 


nd the mayor syndicated and independent supplements, Mr 
| nadsay Sal d 


Radio coverage will consist chiefly of spot announcements 


tive days a week over 119 stations in 84 major cities 

Copy in restaurant publications will stress coftfee’s pulling 
power as an extra business getter, Mr. Lindsay said It 
will play up the theme that “the coffee-break means extra 
meals every day—in-between snacks that go with coffee. 

Bolstering these advertisements will be window streamers 
which appeal to passers-by to “Come in! Give yourself a 
cotfee-break! plus back-bar streamers which will offer 
proprictors an opportunity to feature related foods with coffee 

The Bureau's grocery publication advertisements will also 
be backed by full-color coffee-break posters and shelf tuck 
in cards, Restaurant operators and grocers will be told that 
point-of-sale and display material ty available only through 
their coffee suppliers 

The Bureau's 1952 advertising promotion 1s scheduled to 
begin in April, Mr. Lindsay said, and will continue through- 
out the year. It will be supported by an extensive national 


publicity campaign 
Carl Schotte stricken by fatal illness 


Carl A. Schotte, founder and owner of the Schotte Cottec 
and Spice Mills, Jackson, Missourt, died after a short illness 


at the age of SO 
He is survived by his wife, one daughter, his mother, two 


sisters and four nephews. 
West Germany authorizes British coffee imports 


The West German government recently authorized the im 
port of 12,600,009 Deutsche Marks worth of raw coffee trom 
Great Britain and dependent overseas territories 


COFFEE & SUGAR FUTURES... 


We welcome the opportunity to execute 


your orders for Futures in Coffee & Sugar 


Tel.: WHitehall 3-6288 


THE EAST ASIATIC COMPANY 


103 FRONT STREET, NEW YORK 5, N. Y. 


Members: New York Coffee & Sugar Exchange, Inc.; 
New York Coffee & Sugar Clearing Association, Inc. 


Cable: COFASIA Teletype: NY 1-1713 
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Grocers throughout the vast Pacific Northwest market 
region last month saw a well-planned and efficiently co- 
ordinated “market break’) when the Wason Brothers Co.. 
Seattle, inroduced their Mello-Cup coffee in individual Cup 
Brew Coffee Bags. 

Co-owners Royal Frew and Allen Rotman recognized the 
coffee bag as being a different method of brewing coffee 
They devised a new blend which they are convinced produces 
a far better cup of coffee than is usually made in the home 

Wason Brothers selected the square, reusable 32-ouncc 
vacuum ‘jar as their packaging medium. This is the sam 
container being used by many of the other licensees of Cup 
Brew Coffee Bag Co., Denver. Instructions for both ind: 
vidual and pot-brewing methods are clearly lithographed in 
white letters on the vivid red cap. Brand name identi 
cation appears on the rectangular label, which leaves three 
sides of the jar Clear for maximum visual effectiveness. Each 
jar contains 24 Mello-Cup Cup Brew Coffee Bags, and there 


24 Jars to a Case 


are 

The entire packaging operation is done in the Wason 
Brothers’ new modern plant. Production line begins with 
Mello-Cup’s special Cup Brew blend being ted directly into 
two of the coffee bag machines developed and installed by 
the Denver licensing firm. These two high speed, automatic 
machines portion out the exact amount of coffee, then form, 
fill, seal, cut and deliver the completed bags. Characteristic 
of the thorough merchandising job being done by Mello 
Cup, the top and bottom margin of each individual heat- 
sealed bag is embossed with the words "Mello-Cup” and 
‘Cup Brew,” for product identification. 

During the picking and labeling operation, the jars are 
moved from station to station along a plastic coated con- 
veyor belt running lengthwice along the center of a stainless 
steel table. Jars are then vacuum sealed, packed into cases 
and delivered to jobbers and retailers. 

An attractive and informative advertising brochure was 
presented to each prospective retailer in the Seattle, Tacoma 
and “Inland Empire” areas. This brochure presents the 
company’s plans and samples for advertising Mello-Cup 
Coffee Bags, along with a complete prospectus containing 
the history of Cup Brew Coffee Bags, their selling features, 
and proposed plans for market development. Mr. Rotman 
said the booklet was being highly effective in helping at- 
tain the wholehearted grecer cooperation and wide product 
distribution so necessary in launching a new product. 

Wason Brothers and their advertising agency, Frederick E. 
Baker and Associates, developed a many-faceted advertising 
program. Every major media was employed in a coordinated 
plan. Radio, TV, newspaper, point-of-sale and trade ad- 
vertising were used to tell housewives in the Pacific North- 
west that Mello-Cup Cup Brew Coffee Bags are not only 
the new way to make coffee, but the way to make better 
coffee, make it casier and quicker, and eliminate all wasted 
coffee, 

Television “teasers” started in mid-January on KING-TV's 
“Telebuys” show. Regular two and three minute live demon- 
stration commercials began on February 6th. Ten thousand 
samples were distributed to radio and TV audiences, 5,000 
to each media. These samples were given in response to 
specific audience requests. With their requests, the audience 
was asked to include the name of their local grocer, thereby 
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Case History: Regional promotion 


enabling Wason Brothers to show retailers a specific demand 
on the part of the consuming public. Seattle's home eco- 
nomist and TV personality, Bea Donavan, appears in Mello- 
Cup's video commercials and in the large display poster 
used in stores throughout the region. The Wason firm 
also took over sponsorship of Hy Gardner's famous "Pathe 
Hy-Lights” television program. This ts scheduled on Friday 
evenings and with tts appeal to the entire family, is proving 
very cttective 

A “saturation” schedule of radio spots over Stations KING 
and KRSC began on February 6th with 200 announcements 
during the first week of the campaign. This schedule was 


Beyond the stainless 
steel packing table 
Allen Rotman (left) 
and Royal Frew, co- 
owners of Wason 
Brothers Co., Seattle, 
watch packing of 24 
individual Mello - Cup 
Brew Coffee Bags in- 
to jars. Dotted lines 
on cartons guide gro- 
cers in using them as 
easy display pieces. 
Beyond Mr. Rotman 
and Mr. Frew are the 
bag-making machines. 


later converted into regular sustained programs as the cam- 
paign progressed. In both radio and television, announce- 
ments appear in participation-type shows as well as during 
station breaks. 

Newspaperwise, Mello-Cup was featured in a serics of 
hard selling consumer ads. Such phrases as “Real Coffee 
“Quick as a Flash”, “Save time—work—and money’, and 
“Jar to cup in just 2 minutes”, carried the major features of 
Mello-Cup to the vast newspaper audience. Product identifi- 
cation and demonstration photographs supported the sales 
slogans. Follow-up ads use the consumer testimonial tech- 
nique, 

The Baker agency also prepared one and two full column 
pieces as well as a series of smaller ads. Mats showing the 
jars and emphasizing “real coffee’ were used by practically 
all retailers in their weekly grocery ads. 

In-store demonstrations were offered with five to 25 case 
displays. Characteristic of the completeness of Mr. Frew 
and Mr. Rotman’s merchandising program is the cleverly 
designed shipping carton. By cutting along the diagonal 
dotted lines on the case, the grocer can open it and display 
Mello-Cup jars simply but effectively. Recent studies support 
the psychology of letting customers help themselves directly 
from displayed cartons and packing cases 

Attractive window banners and other point-of-sale devices 
were used to attract the shopper's eye to the Mello-Cup dis- 
play. Large reprints of a Seattle Times article on Cup Brew 
Coffee Bags were prominently displayed in stores and mar- 

(Continued on page 65) 
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King Coffee's one-level plant 


(Continued fram page 13) 


Coolers. Then it drops into another Toledo hopper scale, 
for a post-roasting weight check. The beans are passed 
through a stoner, after which they are carried to four roast 
cotfee bins, cach with a capacity of 5,000 pounds. 

From the bins, the cotfce 1s fed into B. F, Gump No. 77 
and No. 666 Granulizers. Urn grind coffees are then 
weighed into bags on Gump Edtbauer-Duplex Automatic 
Duplex Net Weighers, or on Scott scales. Filled bags are 
placed on a continuous belt conveyor which carries them to 
Union Special sewing machines. 

An unusual arrangement, these sewing machines are con- 
trolled by an clectric eye, making their operation automatic! 

Fine grind coffee, tor glass coffee makers, are made up into 
two and a halt and three ounce packages on a Stokeswrap 
automatic machine, which has a capacity of more than 3,000 
packages an hour 

All the coffecs, the urn-grind in the bags and the fine- 
grind in the packets, are group packaged into large, heavy 
Kratt bags. These shipping bags are placed on a Rapids 
Standard Stevedore Junior conveyor, high enough at the 
starting end for gravity to take over, and the bags travel on 
the rollers out to stock benches in the shipping area. Here, 
loads are assembled on flat-trucks for next morning delivery 
in the city 

King Cottce has found that by using its own highway 
trucks, salesmen located in areas in the state outside the city 
can get their coffee for delivery the day it ts packaged. 

An indoor loading platform for ten trucks permits loading 


MOORSPEED 
ROLLS 


REPRESENTATIVES 


REID-STRUTT CO., INC., 1015 S. £. Stark St., Portiand, Ore. 
HALVERSON CORRUGATING WORKS, 232 Lucy St., Salt Lake City, Utah 
C. WILKINSON & SON, 1025 Lindale Ave., Drexel Hill, Pa. 


sheltered from inclement weather. The garage portion of 
the plant also has a section for complete repair, servicing 
and washing of the trucks. This arrangment, company 
spokesmen say, yields a worthwhile saving as against having 
the work done outside. 

In addition to coffee receiving, processing, packaging and 
shipping, King Coffee's plant also has provisions for ad- 
ministration and selling functions. 

In the building are general offices, modern, with accounting 
and addressograph machines which operate at a high noise 
level located in their own sound-proofed sections. Private 
offices are few but adequate. A general sales office is pro- 
vided for the route salesmen, where they check in and out, 
where sales meetings are held, and where new men can be 
trained in handling and servicing urn and other coffee making 
equipment. 

Even in its construction, the plant embodies modern think- 
ing. That's visible in the design of the building, which ts 
simple, functional; in the structural material, a form of cinder 
block which ts light and inexpensive, but strong; even in the 
roof, which is poured gypsum, a relatively new factory 
roofing coming into wider use. 

Costwise, according to Mr. King, the plant 1s a good in- 
vestment. While amortization costs are naturally higher, 
these are offset by lower costs of production, insurance, dis- 
tribution, etc. On paper it looks good, and he believes a 
few months’ operation will prove it to be even better than 
anticipated. The plant makes possible high efhciency and 
economy, necessary today to hold the line against rising costs 
of materials and labor. 

King Coffee is also an important factor in tea distribution 
64) 
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The Reputation 


of the Moorspeed Coffee 
Rolls, a product of the In- 
dustrial Machinery Division 
of the Moore Dry Dock 
Company, has long been 
established among coffee 
roasting plants. Moore Dry 
Dock Company manufac- 
tures and recorrugates all 
types of rolls for the coffee 
industry. 


MOORE 


DRY DOCK 
COMPANY 


INDUSTRIAL 


FOOT OF ADELINE STREET 
OAKLAND 4, CALIFORNIA 
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Out of the Grinder 


lowa farmers are coffee champs, im 
quantities consumed, clams Wallace's 
Farmer and lowa Homestead 

“How many cups of coffee did you 
serve this morning?” ~The magazine 

asked this of cross-sectton of lowa 

farm women through the Wallace-Home 
stead Poll 

Vearly half said “four or more” And 
only 12 per cent said “none.” 

Of course, breakfast tsn’t the only coffee 
time. If you get up at five, eat at six, by 
ten youre hungry, comments the pubh 
cation. So—your wife er one of the kids 
comes out to the field at ten o'clock with 
a thermos of coffee and some sandwiches 
Same thing im the afternoon 

All cages offer a good market. But 
women between 35 and 49 have the biggest 
families at home and put out the most 
coffee 

* * * 

Browsing through our library of coffee 
books, we came across this quotation, one 
of many worth passing along: 

One Hundred Last Words on Coffee 

The best stories that have ever heen 
told have never been printed. The best 
storias that may ever be told will never 
know the mortality of type. They have 
not heen and they will never be, told over 
the oysters, soup, roast, entree, dessert- 
but ovr the coffee The hushard doesn't 
tell his wife his best story; nor does she 
tell him hers; nor do the editor and 
auther their readers. It ts the friend that 
tells the friend, as the aroma of the 
coffee opens the portals of his soul, and 
the story, long Indden, ts winged for 
fostertty 

These are the closing words in an old 
and charming little book called “Over the 
Black Coffee", by F. A. Cauchois, a 
leading coffee man of his day 

* * 

The Color Research Institute of Amert 
ca reports this bit of research on instant 
coffee and packaging 

Three packages of stant coffee were 
presented to howsewives. Three weeks 
later, a researcher asked them which of 
the three they preferred and told them 
that the company would present them with 
a half dozen packages of their preferred 
blend kaghty-stx per cent rephed that 
they preferred the coffee in the spectally 
Then the researcher 
asked each housewife whether she would 
object tf the same coffee were sent to 
her in one of the other two kinds of 
contamers fa stock glass jar or a can) 
To this 82 per cent replied that they dtd 
not care m what kind of contamer the cof 
fee came as lory as it was the same blend 
as im the spectal container; 4 per cent of 
the homemak rs sud they wanted the 
coffee m the special container 

This test showed that 4 per cent of 
the consumers were conscious of the con 
tainer, whereas 82 per cent of them were 
not aware that the package conditioned 
their attitude to the coffee 

All three packages, the specially de- 
signed one, the jar and the can, contained 
the same blend of coffee! 


designed contamer 
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From London comes this additional PLS 
on the Flying Enterprise story and the 
coffee which went down with her to the 
bottom of the sea. This coffee, several 
hundred tons of it, was being shipped 
from Hamburg to New York 

“We understand that this was African 
robusta coffee, fair quantities of which 
have been sold to Furope switched 
or shunted thence to USA. with the aid 
of exchange dealers at the free market 
rates between sterling and the US 
dollar,” comments Edm. Schluter & Co, 
Ltd. “The British authorities are fully 
aware of this sterling leak, for the same 
thing has been going on in other sterling 
area commodities tea, cocoa, pepper and 
furs, among others; and when the rate 
for transferable sterling in New York 


falls as it has done recently to 2.39-40, all 
manner of exchange artistry ts 
thought of 

“Regular traders, for the most part, 
are not disposed to take part in such 
dealings and we can only hope for the 
early return of full sterling convertibility 
which appears to be the only effective 
way of stopping the loss of dollars re- 
sultant from these operations.” 

* * * 

Some Sheridan, Arkansas, housewives 
were astonished recently when an adver 
tisement in the Sherudan Headlight offered 
nine pounds of coffee for one dollar 
Then they noticed that it was m_ the 
“Looking Back” column. Henry Bales, 
early Sheridan merchant, had advertised 
the coffee June 17th, 1886 


the coupon. 


the Instant Market? 
for Instant? 
tional brands? 


phenomenal growth? 
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Learn the answers to | Gentlemen: 


these questions and | Story” to 


more. Get your copy 
of the "Instant cof NAME 
fee Story" now..." ! tine 
without cost or obli- 
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1111 N. HALSTED ST. 


INSTANT COFFEE...now or later? 


Today Instant Coffee represents 10% of the national market. 
The sales trend is definitely UPWARD. Should you establish 
your brand in this field now .. . or adopt a wait and watch policy? 

To help you answer this question we have prepared a com- 
prehensive survey of the Instant Coffee field. Our book “The 
Instant Coffee Story” is designed for progressive coffeemen who 
want facts not fancy about Instant. Facts upon which you can 
base a decision as to what policy you should adopt. You may 
have your copy of the “Instant Coffee Story” by simply mailing 


Do You Know... 


How much capital investment you need to get into 
What additional advertising budget is necessary 
What your chances are in competition with na- 


What sales factors are responsible for Instant’s 


Coffee Processors, Inc. 
1111 N. Halsted St., Chicago, Ill. 


kindly send your booklet, "The Instant Coffee 


COFFEE PROCESSORS, INC. 


Without obligation to me, will you 


CHICAGO, ILL. 
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Crops countries 


coffee news from producing areas 


Nine Federaciton nations 
agree to pool information 
on colfce growing, processing 


Polling of technical know-how and other information on 


offec growing among the nine countries belonging to the 
Poderacion Catetalera Centro-America-Mexico-E] Caribe wall 
undertaken to improve cultivation and processing of this 
ist Of} 
At a special meeting of the organization in San Salvador, 
mombor countrics-Mexio, Guatemala, El Salvador, Hon 


ints, Nicaragua, Costa Rica, Cuba, the Dominion Republic 
ind Haitr agreed to work tor the unification of systems now 
cd in the cotfce industries in each of the nations 
Phe president of the federation’s governing board was 
anmpewered to make decisions which formerly could only 
made with the consent of the board 
Ihe next session of the federation will be held in Havana 


April 13th-16th 


Brazil spokesmen urge coffee ceiling be lifted 


Brazil docs not establish ceiling prices on North American 
roducts. Revocation of measure imposed by North 


America on Brazil's product, coffee, would therefore be very 
welcome. 

This viewpoint was stated in an interview last month by 
the secretary of finance of the State of Sao Paulo, it is re- 
ported by Octavio Veiga, Santos correspondent ot Cottee & 
Tea Industries, formerly The Spice Mill. . 

The secretary of finance also pointed out that the 
coffee production 1s high, while production volume has 


cost of 


decreased considerably 

Mario Rolim Telles, president of the Socie 
Brasileira, wired the president of Brazil and 
ministers of finance and the exterior, pointing out 
the situation of coffee producers 1s delicate in view of weak 
production, as has been the case with the present crop and 
as will be the case with the coming crop, the Sociedade 
Rural Brasileira informs you that they are sure the agree- 
ments of Chapultepec and of the Conterence of Foreign 


dade Rural 
the tederal 
that ‘as 


Ministers will be respected, thus guaranteeing the rests of 
the national product. 

Ceiling prices on coffee in the United States were also dis 
cussed in Rto de Janeiro with government authorities by 


Alceu Martins Parreira, of the Sociedade’s coffee department, 
and Dr. Silvio Alves de Lima, president of the Associacao 


Comercial de Santos 


March coffee shipments via Rio suspended 


Coffee sales declarations have been suspended on ship- 
ments to the United States and Canada during March, 1952, 
through the port of Rio de Janeiro, the Divisao de Economia 
Cafeira informed the Associacao Comercial de Santos, Mr. 


Veiga reports 
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Ethiopia-Sudan coffee trade threatened 


Sudan ts in danger of being severed by the recent decision 
of the Ethiopian government to confine coffee exports to 
those countries prepared to pay in dollars, reports the 
Cottee Trade News, London. 

Requests to lift the restriction are being made through 
the offices of the district commissioners in Gambeila and 
Kurmuk, outposts on the Ethiopian frontier. It will prob- 
ably be suggested that payment could be made by sterling, 
or any other easy currency 

Freight charges throvgh the Sudan to Ethiopia are ex 
pected to rise if the restriction makes it impossible for the 
Sudan government to accept the imported coffee. Under 
the present system of payment, exporters through the Su 
dan are called upon to bear only the costs of the outward 
steamer journey as coffee is carried on the return trip. But 
without this cargo it will be necessary for exporters to bear 
the burden of both journeys 

The Sudan consumes seven thousand tons'of coffee an- 
nually, of which two thousand tons is obtained from Ethi 
opia. The balance 1s obtained from Kenya, Uganda, Bel- 
gian Congo, and French Equatoria. 

The Sudan government could, under pressure, switch its 
full import orders to these other sources. 


Mexico continues drive to expand coffee output 


Eager to take the fullest advantage of world demand 
and high prices, Mexico will produce more coffee for ex- 
port this season than last by 110.000 bags of 60 kilograms, 
bringing total production for 1951-52 to 1.210,000 bags, 
announced the Banco Nacional de Comercio Exterior, ac 
cording to Douglas Grahame, Mexico City correspondent 
of Cotfee & Tea Industries. 

The Bank estimates Mexico's 1951-52 cotfee exportation 
at 1,010,000 bags worth 400 000.000 pesos ($46,200,000) 
The greater part of this expected exportation will be to the 
U. S.. the Bank estimates, calculating those shipments at 95 
per cent of the total. Exports in the 1950-51 season were 
900 000 bags 

Mexico. it is contended, is probably the only American 
country with land adequate to expand its present coffee 
zones on the basis of high quality yields. 


Chicago Coffee Association raps 
newspaper story on coffee smoke 


The Chicago Coffee Association last month took excep- 
tion to an article appearing in the Chicago Tribune under 
the heading, “Smoke Control Curbs Cotfee Plant's Stench.” 

In a letter to the editor of the newspaper, the assoc 
ation’s president, Robert Swanson, said the article placed 
many reputable and long-established coffee roasters in 
Chicago in the position of being a public nuisance. 

“We will violently take issue with anyone who describes 
the odor of roasting coffee as a stench, he said. ‘A vast 
majority of people find the odor of freshly roasted coffee 
very enticing. 

“The article you are quoting from further errs in stat 
ing that coffee beans give off heavy smoke under roasting 
heat. There is almost no detectable smoke given off in 
the roasting process. What little smoke there may be ts 
a filmy blue-gray pall, almost instantaneously lost in the 
atmosphere.” 


MARCH 952 


A centuries-old coffee trade between Ethiopia and the 
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for Reliable Shippers in 
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JAMES T. KELLNER CO. 
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Developing market coverage 


(Continued from page 


on one ofr more occasions As time oes On, conditions may 
change, while the sales policy remains static. 

Any company with market coverage problems can achieve 
least some help by the mere expedient of making an honest, 


a’ 
rt to sell everybody 

For this reason, a new promotion of major significance 
should always be accompanied by a concentrated drive by all 
the salesmen, area by area, to call on every outlet. 

It ts often helptul to have outside salesmen, or the sales 
manager, periodically make calls in the territory on stores 
that do not currently handle your product, which can achieve 
both a number of new accounts and the pointing up of 
ithe ulties in your own sales representation, 

In connection with an effort to achieve greater market 
coverage, Management should set up orderly procedures for 
funneling back the reactions of non purchasers, as well as 
the purchasers, to your product, your company and your 
sales policies. Where past actions have left a “bad taste” in 
the mouth of a former account, quite often the sales manager 
or a new man can go in and turn a disgruntled merchant 


into a steady customer. 


Sales through wholesalers 


Where sales are not handled directly, the contact: with 
both the consuming merchant and the potential consumer 
are far too often lost, and companies continue to Operate on 
the basts that their sales problems are being handled by “Joe.” 

The very nature of both the standard and the cooperative 


type of wholesale grocery firms is such that no real sales 


effort can be made by them. Their growth and success 1s 
measured by low operating cost and no room left for frills. 
Whatever promotion, whatever friendly, helpful attitude the 
grocer is to receive, must come from you-—-not from the 
wholesaler. In dealing with this type of organization, you 
are in effect being a delivery and collection system and nothing 
more. 

Acceptance of this fact should spark cach company into 
periodic calls on the outlet members of the cooperation and 
other groups, whether they are purchasers of your individual 
product or not, to make the sales effort indicated by the 
circumstances. 

It is essential that the friendly relationship you strive to 
achieve toward your direct customers should also exist with 
those who buy through wholesale or cooperative groups. 


Secondary market areas 


In each of the areas where marginal coverage has been 
achieved, special analysis should be made to determine 
whether or not effective and adequate coverage is reasonably 
possible and the extent to which your efforts in those areas 
can be expected to prove profitable. 

In regions where it does not appear that profitable coverage 
can be reasonably achieved, efforts should be diverted to a 
consolidation of coverage in other marginal areas, so that the 
overall marketing coverage will form a proper basis for 
profitable operations. 

If we are to compete intensively, we must be sure that the 
territories in which we compete are such that we have a 
reasonable possibility of achieving success. The grouping of 
your market coverage into reasonable geographical areas 
makes possible more efficient use of advertising and pro- 
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motion, as well as more efficient use of sales personnel. 
Isolated accounts are usually not worth trying to get. 


HIGH GRADE 


“Saturation” drives 


When fully cognizant of strong and weak points of market S$ oO L U 8 L £ 


coverage by class of store and by territory, management can 


readily discover areas and methods likely to produce best ¢€ re) F = E E 


results in extending market coverage. 

It is quite often helpful to concentrate all of your sales- Pp eo) WwW D € R Ss 
men into one territory at a time and systematically make a 
i achieve as near 100 per cent distribution there a FOR THE TRADE 

For any effort of this type, special training should be given 
to he salesmen. They should go out not merely to make a 
call on a strange merchant but to make a friend for you and 
your product. 


Let us pack YOUR LABEL Soluble Coffee to 
compete with other solubles in the same way 
. your label regular coffees now compete with 
Trim estimates on Haiti crop other regular coffees. 

Optimistic early estimates for the 1951-52 export coffee 
crop from Haiti, which were as high as 375,000 bags (of 


80 kilograms each) have now been toned down to between NO OBLIGATION INVOLVED IN HAVING US 


330,000 and 300,000 bags. ; DESCRIBE OUR COMPLETE SERVICE 


Grade Koast THE HARRISON CO. 


601 West 26th St., New York |, 
Phone: Algonquin 


Soluble Coffee is Coffee Brasiness 


FAIRCHILD & BOLTE 


GENERAL BROKERS 


Editor's Note: You may be looking at the birth of a cof- SHIPMENTS 
fee trade tradition. This knowing cartoon is the first, we 
hope, of a series to be presented m this corner by Coffee & F.O.B.'s 
Tea Industries, formerly The Spice Mall. 

We say “knowing cartoon” because creater Douglas H SPOTS 


Wood 15 a unique individual. He 1s at once a coffee man and 
a cartoonist, in that order. Now with J. Aron & Co., Inc., 
im San Francisco, he studied at the College of Art, near 
London, was a member of the Royal Drawing Society and 
exhibited at Guild Hall. After coming to this country, he 
worked as a commercial artist and cartoonist Oakland. (' 
About four years ago he joined the staff of J. Aron, and if (( ll () (: CS 


now he follows his art only as a hobby. 


This cartoon, and the ones to appear in future issues under eb 
"Trade Roast’, demonstrate that in Mr. Wood's case voca- 
tion and avocation can meet. 91 FRONT STREET NEW YORK 5 

The creating of “Trade Roast’ cartoons is not, we'd like 
for everyone to understand, a private party. If you've been 
chuckling over a good coffee industry joke, let's hear. 
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VOLUME OFF: 


Muller’s cereal ex- 
pressly prepared for blend- 
Bland, 


mild and inexpensive, it 


ing with coffee. 
is a superior combination 
of roasted rye and wheat. 
It is proving of real help 
in adding to the sales vol- 
ume of many coffee roast- 


ers. Write for samples. 


E. B. MULLER & CO. 
53 Wooster St. 613-615 South Peters St. 
New York New Orleans, La. 


Factories in Michigan 


THERE'S A 
DIFFERENCE 
IN TEA- 


All THE 
FLAVOR 
YOUR CUP 
CAN HOLD! 


AND 
TENDER LEAF 


BRAND 


PROVES 


PRODUCTS OF STANDARD BRANDS INCORPORATED 


Coleman joins W. R. Grace as coffee 
department head; Ney with A. C. Israel 

James H. Coleman, widely known in the coffee industry, 
has joned W. R. Grace & Co. as manager of the coffee de 
partment, it was announced last month by Juan E. Godoy, 
a vice president of Grace 

Mr. Coleman pre- 
viously first vice president and 
director of the Old Judge 
Cottee Co., St. Louis. 

In the cotfee business tor 
almost a quarter of a century, 
Mr. Coleman started in St 
Louis in 1928 He was 
elected to the board of di- 
rectors of the National Cottee 
Association in 1946, and 1s a 
member of the Coffee In 
dustry Advisory Committec 

Charles T. Ney 
resigned from W. R. Grace 


nagcr of 


James H. Coleman recently 
to yorn the A. 
that firm's coffee deparcment 

Mr. Ney headed Grace's New York green coffee depart- 
During that time, he devoted his entire 


Isracl Commodity Co., Inc., 2s m 


ment for 23 years 
carcer to all phases of the green coffee business, traveling 
extensively throughout the coffee producing areas 

Edwin Spitze has joined the Old Judge Coffee Co., in 
St. Louis, it was reported last month. 


New B. F. Gump brochure on coffee grinds 
covers standards, methods and equipment 

The Perfect Grinds for All Methods of Brewing Cottfec 
is the title of a new 40-page catalogue issued by the B. F. 
Gump Co., Chicago. 

The profusely illustrated 
booklet 
data, installation drawings and 


includes machinery 
plant pictures of interest to 
anyone who grinds, cleans, 
blends or packages coffee. 
Equipment pictures and 
specifications cover Gump 
Coffee Granulizers, Bar-Nun 
‘Auto-Check” and Edtbauer 
Duplex Weighers, Bar-Nun 
Automatic Bag Feeders and 
Weighers, Gump Ideal Green 
Cottee Cleaners, Draver Feed 
ers and Coffee Blending 
Systems and Gump Elevating 
and Magnetic Separating units 
a number of typical grinding 
Many pictures of 


“Perfect Grinds” catalogue 


Elevation drawings show 
and weighing machinery installations. 
coffee plants in this country and Canada are included. 

The brochure emphasizes continued use by the B. F. Gump 
Co. of Simplified Practice Recommendation R231-48, on 
coffee grind terminology, as published by the Commodity 
Standards Division of the National Bureau of Standards. 
Details of the standards in grinds and grind terminology are 
included in the catalog 

The section on the Draver Coffee Blending Systems out- 
lines the development of controlled, continuous mixing into 
blends, as distinct trom the batch method. 
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George S. Wallen Co. now a division 
of Ehlers, with Fred Haenlein at head 

Albert Ehlers, Inc., of Brooklyn, N. Y., coffee and tea 
merchants for over half a century, have acquired the George 
S. Wallen Co., which will be operated as the George S. 
Wallen division of Ehlers 

The division will be supervised by Fred W. Haenlein, a 
veteran of the coffee and tea business who has been asso- 
ciated with the Wallen company for the past 35 years. 

The joining of the two companies brings together more 
than 130 years of experience in the selecting and blending ot 
cotfce and tea. The Ehlers began their business in 1893 
and it ts now being conducted by the third generation of the 
family. The Wallen firm, with an even earlier beginning, 
was established three years before, in 1890, 

The Wallen company, although long established, has never 
packaged an over-the-counter brand, but has supplied premi- 
um cotfces to restaurants and hotels which demand coffees ot 
superlatively fine quality and flavor 

Ehlcrs Wallen division will continue to blend and roast 
under the present Wallen formulas, and tor the present will 
sell these blends only to the hotel and restaurant trade. 

‘It is entirely possible,” said Albert Ehlers Jr.. “that later 
on these premium coffees may be made available to. the 
better grade food stores. 


Robert E. Harvey, president of Mokaska 
Coffee Co., liquidates firm, retires 

After six decades with the Mokaska Cotfee Co., St 
Joseph, Mo., Robert E. Harvey, president of the firm, is 
voluntarily liquidating the firm and will retire as soon as 
the arrangements are completed. 

Mr. Harvey, who joined the coffee firm when he ar 
rived in St. Louis in 1892 at the age of 20, rarely missed 
a day at work during his 60 years with the organization. 

He started as a stenographer. At that time, the firm 
was known as the Mokaska Manufacturing Co., a subsidi- 
ary of the Nave-McCord Mercantile Co., and sold spices, 
coffee, baking powder, bluing and other household prod- 
ucts in a territory reaching to the West Coast. 

Mokaska reached its peak in the decade from 1915 to 
1925. During those years the firm roasted from 2,500,- 
000 to 3,500,000 pounds of coffee a year, it was reported. 

When Nave-McCord ceased operations in 1929, Mo- 
kaska was purchased by the Carder Grocery Co., which 
went out of business ten years later. Then four men 
bought Mokaska and turned its work exclusively to the 
roasting and packing of coffee. 

The four men were Mr. Harvey, his son, Wilbur, the 
late H. M. Carder and his son, Marshall Carder. At the 
time of liquidation of Mokaska, Marshall Carder was 
vice president, Wilbur Harvey treasurer and Charles S. 
Wilcox secretary 

“We have had our lean years and our fat years,” Robert 
Harvey declared. “When we quit we will not owe any 
person a nickel.” 


Lamb & Watkins Coffee Co. purchased 
by Royal-Barry-Carter Milling Co. 

The Royal-Barry-Carter Milling Co.. Lebanon, Tenn., 
has purchased the Lamb & Watkins Coffee Co., of Mur- 
freesboro. 

The new owners, manufacturers of Martha White Flour, 
coffee, and other foods, will continue the operation and 
expand the facilities of the Murfreesboro firm, which has 
roasted and packaged coffee there for about 20 years. 
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P. 0. Box 631 
AMSTERDAM, C, HOLLAND 


Schonmrunn, Ine 


New York 
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NOPAL LINE 


Regular service 


ACE LINE 


Serves the Coffee Trade with a Fast, 
Modern Fleet of American-Flag Freight 
and Passenger Vessels on Regular 
Itineraries from the Coffee Ports of 


New fast Norwegian motorships 


BRAZIL U.S. GULF 4 
COLOMBIA 
VENEZUELA 

COFFEE SERVICE 3 ECUADOR 
PERU 


The Northern Pan-American Line, A/S 
OSLO 


and West Coast of 


CENTRAL AMERICA 


to 
NEW YORK LOS ANGELES 


Agents 
JACKSONVILLE SAN FRANCISCO 
New York—Dichmann, Wright & Pugh, Inc., 44 Whitehall St. ; i BOSTON SEATTLE 
New Orleans—Bieh! & Co., Inc., 1308 National Bank of BALTIMORE VANCOUVER, B. C. 


Commerce Building 


Houston—Bieh! & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 209 S. La Salle St. 
Detroit—F. C. MacFarlane, 715 Transportation Bldg. 


Santos/Rio—Agencia de Vapores Grieg S/A - 
Paranagua—Transparana Lida. GRACE LINE 


10 Hanover Square, New York 5, N.Y. 
Digby 4-6000 
{gents and Offices in All Principal Cities 


Buenos Aires—international Freighting Corporation, Inc. 


TO NEW ORLEANS AND OTHER U.S. GULF PORTS... FROM 


SOUTH 


PARANAGUA, SANTOS, RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 


WEST 


LUANDA, LOBITO, MATADI, AMBRIZ, AMBRIZETTE, PORTO AMBOIM ~~ 


Regular three week sailings 


AGENTS: 
RIO DE JANEIRO: DELTA LINE, INC. 


A e Rua Visconde Inhauma 134 
SANTOS: DELTA LINE, INC. 
Rua 15 de Novembre 176-178 
LUANDA & LOBITO: 


MISSISSIPPI SHIPPING CO., INC., NEW ORLEANS Sociedade Luso-Americana, Ltda. 
MATADI: 
Nieuwe Afrikaansche Handels Vennootschap 


G 
| 
| 
| oN 
& TEA INDUSTRIES ond The 


Ports and dates are subject to change, 
thould exigencies require. Moreover, Imes 


may \thedule sailings not shown in this 


schedule 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


IFC—LF.C. Line Abbreviations for ports 
Independent—Independent Line Ba— Baltimore 
Co., Bo- Boston 
Ttalian—ltalian Line CC—Corpus Christ: 


fat Line Ch Chicage 
Chin—Charleston 


Abbreviations for lines 


Alvoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
ArgState—Argentine State Line 

Am-W Afr—American-West African Line 
Barh-Frn—Barher-Fern Line 

Barb-W’ Afr—Barher-W'est African Line 
Barb-Wn—Barber Wilhelmsen Line 


Brodin—Brodin Line 


Cunard-—Brocklebanks’ Cunard Service 


Delta—Delta Line 


Dode -Dode ro Line 


Ell-Buck—Ellerman & 


Bucknell SS. Co 


Lloyd——Lloyd Brasileiro Ci 


Lykes--Ly ke 


Lines 


Maer:4— Line 
Lines, Ini 


Nopal Nori 


[Pern 


Norton-—-Norton Line 


NYK-—Nipt 
PAB—P.wifc 


Yusen Kaisha Line 
Argentine Brazil Line 


PacFar— Far East Line, Inc 


PacTrans-—P. 


Transport Lines, Inc 


Proneer— American Pioneer Line 
Prince—Prince Line, Ltd 
R Neth—Royal Netherland Steamship Co 


Robin—Robt 


n Line 


SCross—Southern Cross Line 
Silver—Silrev Line 


Pan-Amesican Line 


Detroit 
Ga—Gualtesion 
Gault ports 
Halifax 
~Houston 
Hampton Roads 
Jacksonville 
LA Las Aneel: 
Montreal 
Mo Mobile 
NO—New Orlean 
“New York 
Norfolk 
NN--Newpornt Neus 
Pa—Philadelphia 
Po—Portland 


Farrell Farrell Lines Sprague Sprague Steam hip Line PG. Bacet-Goued 
Grace—Grace Line Stockard— Stockard Line SF—San Francis 
Granco—Transportadora Gran Stran Strachan Shipping Co s Seattle 
Colombiana, Ltda Swed-Am—Swedish Amertcan Line Sy Jo- Saint Toh» 
Gulf—Gulf & South America Steamshtp UFruitt—United Fruit Co Ta—Tacoma 
Co., Inc. W'st Cst—West Coast Line. Inc To—Toledo 
Hol-Int) -Holland-Interamerica Line Wes-Lar—Wrestfal Larsen Co. Line Va Vancourer 


COFFEE BERTHS 


SAILS SHIP SAILS SHIP LINE 


3.18 Cape Ann UFmit NY3/30 

ACAJUTLA 3,19 Clara Grace NY3 24 

Anchor Hitch LA4 4 SF4 7 Sed 12 Rep Venezuela Granco NY3/28 

Marna Cristobal’ 4 3 Atomena Granco Ho4 10 Gad 10 Nod 12 

Alfa Cristobal® 4/4 Cape Avinof UFruit NY4 6 

Square Sinnet LAI /28 SF5 1 Se5 6 Maracaibo Granco 2 

Marna Cristobal’ 4 29 Morica Grace 
Sauare Sinnet Grace LA4 28 SF5 1 Se5 6 
Thulin Granco = Hod 18 Gad 20 N04/21 
Fiador Knot UFruit N04 14 
Cape Cod UFruit NY4 13 
Sofia Grace NY4,17 
Flynderborg Granco 
Cape Cmbrind UFruit NY4 20 
Manazales Granco 16 
Atna Grarco 28.Gad 30 NOS 2 
Levers Bend UFruit N04 28 
Maracaibo Granco 


ACAPULCO 


3.13 Cstl Avnturer Cristobal’ 3 27 
Cstl Nomad Cristobal’ 4 18 


AMAPALA 


Square Sinret Grace Cristobal’ 3 23 
Csti Avnturer Grace Cristobal’ 327 
Anchor Hitch Grace SF4/7 Sed 12 
Alfa UFruit Cristobal’ 
Cst!_ Nomad Grace Cristobal’ 4.18 
Square Sinnet Grace LAd 28 SF5/1 Se5 6 BARRIOS 
Marna UFruit Cristobal’ 4 29 Mayari UFruit HO3 18 NO3 21 
Mataura UFruit = NY3 23 
Inger Skou UFruit Ho3 27 NO3 30 
ANGRA DOS REIS Adm Fraser UFruit = NY3/30 


Falkanger Wes-Lar LA4/10 SF4/13 Pod/21 Sed/24 Vad 25 San Benito UFruit’ Hod 


Siranger Wes-Lar LAS/5 SF5.8 Po5/15/Se5/18 Va5/19 Darien UFruit NO4 13 
Mabelia UFruit NY4/13 


Mayan UF ruit Hot /17 NO4 20 
BARRANQUILLA Mataura UFruit NY4 20 
3/11 Rep Colombia Granco 28 Ga3 31 Nod 3 


3,11 Cape Cmbrind UFruit NY3 23 
3/12 Manazales Granco NY3 18 BUENAVENTURA 


313 Sofia Grace NY3/18 3.11 Medellin Granco 9 
3,18 Levers Bend UFmit N03 31 3.13 Canche Independence LA3 28 SF3 30 Pod 4 Sed 5 Vad 6 


MARCH, 952 


= 
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SAILS SHIP 


160 Corilia 

16 Juana 

19 Magdalena 

Shipper 

23° Margarita 
24 La Coubre 
26 Flavia 

29° Rio Guayas 


LINE 


Grace 
Grace 


Granco 


Grace 
Gulf 
Grace 


Grace 
Granco 
Grace 
Granco 
Grace 
Grance 
Gulf 


NY3 


24 


LA3 27 SF4 29 Se5 5 
Ho3 27 Ga3/29 NO4 1 


NY3 
Hod 


28 Bo3 30 
2 N04 6 


NY3 31 
Independence SF4/10 Pod 15 Vad 18 Sed 20 
LAG 4 SF4 6 Set 13 


NY4 
NY4 


6 
7 


Hod 9 Gad 11 NO4 13 


NYS 
NY4 
Hod 


10 Bad 14 
ll 
16 N04 20 


SAILS SHIP LINE 


UFruit 
UF ruit 
UFruit 
Granco 


Jamaica 
Levers Bend 
Talamanca 
Maracaibo 


CHAMPERICO 


3/27 Anchor Hitch 
4/20 Square Sinnet 


Grace 
Grace 


CORINTO 


12 Csti Rambler Grace 


NO4 
NY4 
NY4 


LAs 
LA4 


Cristobal 


21 
28 
28 
30 


4 Sed 12 
28 SF5/1 


3/18 


independence LA3/28 SF3 30 Pod 4 Sed 5 Vad 6 
Grace Cristobal’ 323 

Anchor Hitch Grace LAd 4 SF4/7 Si 12 

Csti Avnturer Grace Cristobal’ 3/27 

Alfa UFruit Cristobal’ 44 

Marna UFruit Cristobal’ 4 3 

La Coubre Independence LAI 7 SF4 10 Pot 15 Vad 18 Sed 20 
Csti Nomad Grace Cristobal’ 4 18 

Square Sinnet Grace LA4 28 SF5/1 Se5'6 

La Baule Independence LAS 25 SF4 28 Po5/3 Va5 6 Se5 8 
Marna UFruit Cristobal’ 4.29 


17 Canche 


Grace LA4 13 SF415 Sed 22 Square Sinnet 


Granco NYS 18 

Independence LAS 25 SF4’/28 Po5 3 Va5 6 Se5 
Grace NY4 22 Bod 25 

Granco 25 

Granco Hod 24 Gad 26 NO4 20 


La Baule 
15 Ines 
16 Medellin 
16 Rep Ecuador 


CARTAGENA 


13° Paula 

17 Veragua 

18 Rep Venezuela 
18 Atomena 

19 Levers Bend 


Grace NY3 

UFruit NY3 

Granco 

Granco Hod 8 Gat 10 NO4 12 
UFruit N03. 31 

Grace NY3 26 

Granco) 2 

UF ruit NY3 31 

Granco = Hod 18 Gad 20 NO4 21 
Grace 9 

UF ruit 

Flynderborg Granco 10 

Fiacor Knot UF ruit NO4 14 

Rosa Grace 

UF rut NY4 14 

Granco NY4 16 

Hod 28 Gad 30 NOS 2 
NY4 16 


CRISTOBAL 


10 Cape Cod 

13° Medellin 

17) Cape Cmbrind 

21 Magdalena 

Levers Bend 

24 Cape Ann 

31 Rio Guayas 

31 Cape Avinof 
Bogota 

4 Barquisimeto 
Fiador Knot 
Cape Cod 
Quito 


UFruit = NY3 16 
Granco 19 
UFruit NY3 23 
Granco Ho3 27 Ga3 29 NOI 1 
UFruit NO3 31 
UFruit = NY3 30 
Granco 6 
UFruit 6 
Granco Hod 9 Gad 11 NO4 13 
Granco NYS 11 
UF rust N03 14 
UFiuit = NYI 13 
Granco 18 


Thulin 
Paula 


Talama 


Veragua 
Manizales 
Atna Granco 
Paula Grace 


American President Lines provides the services of 199 branch 


offices and selected agents throughout the world. The Line’s 
American personnel in the Far East averages more than 16 years’ employment, 


largely in the Orient. Experienced personnel and world-wide facilities are just one 


of many reasons why... 


It Pays You Well To Ship A. P.L. 


29 Broadway, New York 6 


311 California Street, San Francisco 4 


AMERICAN PRESIDENT LINES 


“SHIP WITH THE PRESIDENTS” 


New York + Boston « Washington, D.C. » Chicago 


Los Angeles « San Francisco «+ Honolulu 


4/4 
4/21 
2 Barquisimeto 
Banker 
5 Elisa 
: 5 9 Quito 19 
22 
23 
: 24 
28 
12 
12 
12 
19 
3 
3 
324 
325 
2 327 
331 
42 
4/7 
7 
4 7 
47 
+10 
: 
é 
| 
= 
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SAILS 


ShiP 


414° Cape Cmbrind 
Medeliin 

4.18 Rep Ecuador 
419 Levers Bend 


DAR es SALA 


3.18 Afr Moon 
411) Afr Sun 
5 14 Kendall Fish 


DURBAN 


315 Lestie Lykes 
Silverwave 

46 Letitia Lykes 
4°21) Kendall Fish 
4°28 Samarinda 

4°30 Barre Victory 
Billiton 


316 Nereide 
3.17 Washington 
3.19 Canche 

3 30 La Coubre 
48 Tritone 
417 La Baule 


GUATEMALA 


3.17 Nereide 
3/20 Canche 

3 24 Washington 
3 31 La Coubre 
49 Tritone 
418 La Baule 


GUAYAQUIL 


3.15 Rio Magdalena 
3 26 Rio Guayas 

3 28 Bogota 

3 30 Barquisimeto 
46 Quito 

412 Rep Ecuador 
4°13 Medellin 


311 Fiador Knot 
13 Square Sinnet 
18 Csti Avnturer 
23 Anchor Hitch 
25 Levers Bend 

Marna 
30 Alfa 
8 Cstl Nomad 
8  Fiador Knot 
16 Square Sinnet 

Levers Bend 

Marna 


SEE 


nN 


rc 
> 


UNION 


3.15 Square Sinnet 
3/20 Csti Avnturer 
3/21 Anchor Hitch 
3 26 Marna 

327 Alfa 

4.10 Csti Nomad 
Square Sinnet 
4.22) Marna 


LIMON 


3.14 Cape Cmbrind 
3.21 Cape Ann 

3 28 Cape Avinof 
Cape Cod 
411 Cape Cmbrind 


LOBiTO 
327 


Taurus 


MARCH 195 


SALVADOR 


Am-W Afr NY4 30 


LINE 


UFnit NY4 20 
Grasco 25 
Granco Hod 24 Gad 26 NO4 30 
UFruit NO4 28 


AM 


Farrell 
Farrell 
Lykes Gulf6 15 


Lykes Gulfa 23 
JavPac LAS 17 

Lykes Gulf5 19 
Lykes Guif5 14 
JavPac LA6/20 

Lykes Gulf6 15 
JavPac 20 


Italian LA3 26 SF3 29 Vad 3 Sed 10 Pod 12 
French LA3 29 SF4.1 Vad 5 Sed 9 Pod 13 
Independence LA3 28 SF3 30 Pod 3 Sed 5 Vad 6 
Independence LAS 7 SF4 10 Pod 15 Va4 18 Sed 20 
Italian LAS 17 SF4 20 Vad 25 Sed 38 Pod 30 
Independence LAS 25 SF4 2% PoS5 3 Va5 6 Se5 & 


Italian LA3 26 SF3 29 Vad 3 Sed 10 Pod 12 
Independence LA3 28 SF3 30 Pod 3 Sed 5 Vad 6 
French LA3 29 SF4 Vad 5 Sed 9 Pod 13 
Independence LA4_7 SF4 10 Pod 15 Vad 18 Sed 20 
Italian LA4 17 SF4 25 Sed 28 Pod 30 
Independence LA4 25 SF4 28 Po5 3 Va5 6 Se5 8 


Granco =HO3 27 Ga3 29 Nod 1 
Granco 6 
Granco Hod 9 Gad 11 NO4 13 
Granco 11 
Granco 18 
Grarco Hod 24 Gad 26 NO4 30 
Granco 25 


LA LIBERTAD 


UFruit = NO3 17 

Grace Cristobal’ 3 23 
Grace Cristobal’ 3 27 

Grace LA4/4 SF4.7 Sed 12 
UFruit N03/31 

UFruit = Cristobal? 4.3 

UFruit = Cristobal? 4/4 

Grace Cristobal’ 4.18 
UFruit NO04/14 

Grace LA4/28 SF5 1 Se5 6 
UFruit N04 26 

UFruit Cristobal- 4.29 


Grace Cristobal’ 3.23 
Grace Cristobal’ 3 27 
Grace LAI 4 SF4.7 Sed 12 
UFruit = Cristobal? 4.3 
UFruit Cristobal? 
Grace Cristobal’ 4.18 
Grace LAS 28 Se5. 6 
UF ruit Cristobal’ 4 29 


UFmit NY3 23 
UFruit NY3 30 
UF ruit NY3 6 
UFruia NYS 13 
UFnit 4 20 


2 


offers a fast fortnightly freight service 


between 
GUAYAQUIL 
ECUADOR 
BUENAVENTURA 
COLOMBIA 


and 
NEW YORK 
PHILADELPHIA 
BALTIMORE 
NEW ORLEANS 
HOUSTON 


New York Discharging Berth 
Pier 4 New York Docks 
MAin 5-5183 


WEST COAST LINE, INC., AGENTS 


67 Broad Street, New York 4, N. Y. 
WHitehall 3-9600 


309 Carondelet Bldg., New Orleans, La. 
TUlane 6751 


BALTIMORE 
STOCKARD & CO. 


PHILADELPHIA 


STOCKARD & CO. 
101 BOURSE BUILDING 


Walnut 2-2152 Saratoga 2607 


225 E. REDWOOD ST. 


WEST 
COAST 
— 


SAILS SHIP 


LINE DUE SAILS SHIP LINE Out 


3 29° Del Oro Delta 21 Atomena Granco 8 Gad 10 12 
36 Hopeville Am. W Afr NYS 30 Manizales Granco 16 
410 Ferngien Am-W Afr NY5 15 48 Clara Grace NY43 15 
4.12 Afr Glade Farreli NY6 10 4/11) Thulin Granco Hod 28 Gad 30 NOS 2 
416 Afr Glen Farrell NYS 18 4°18 Maracaibo Granco 30 
26 Del Rio Delta No5 18 421 Atna Granco Hod 28 Gad 30 NO5 2 
7 Afr Grove Farrell NY7 1 


LOURENCO MARQUES MATADI 
j 3/13 Dolly Turman Lykes  Gulf'4/22 3/24 Del Oro Delta N04 21 
320 Leslie Lyke Lykes Guifa 23 Fernglen Am-W Afr NY5 15 
Siiverwave Siverwave LAS 23 4/3 Afr Glen Farrell 18 
415) Letitia Lyke Lykes Gulf5 19 46 Fernguif Am-W Afr NYS 15 
430 Kendall Fish Lykes Guif6 15 416 Hopeville Am-W Afr NY5 30 
2 Samarinda JavPac LA6 20 4/21 Del Rio Delta N05 18 
Barre Victory Lykes Guif6 9 5 Afr Glade Farrell NY6 10 
61 Afr Grove Farrell NY7 1 


62 Billiton JavPac LA7 20 


LUANDA MOMBASA 


319 Tau Am-W Afr NY4 30 310 Afr Moon Farrel! 
* 3.27 Del Oro Delta NO4 21 314 Afr Sun Farrell 
a4 Ferngien Am-W Afr NY5 15 4.15 Robin rent Robn NY5.15 
48  Hopeville Am-W Afr NY5 30 5 12 Kendall Fish Lykes Gulf6 15 
ig Afr Glen Farrell NY5 18 
415 Afr Glade Farrell NY6 10 
24 Del Rio Delta NOS 18 PARAMARIBO 
‘i > 10) Afr Grove Farrel! NY7 1 
3 24 A vessel Alcoa NY4 7 
' 414° A vessel Alcoa NY5 2 
MARACAIBO 


é 319 Atna Granco Ho3 17 Ga3 19 NO3 22 

( 311 Sofia Grace NY3:18 PARANAGUA 
315 Rep Venezuela Granco NY3 28 3 11 Mormacwave Mormac Ba3 28 Pa3 30 NY3 31 Bod 3 Had 5 
319 Clara Grace NY3 24 3 11 Citadel Victory Delta N04/3 Hod 8 
3.21 Maracaibe Granco =NY4 2 3.12. Falkanger Wes-Lar LAS 10 SF4 13 Pod 21 Sed 24 Vad 25 
321 Rep Colombia Granco HO3 28 Ga3 31 NO 3 314° Yvonne Brodin Ba3 31 NY4 1 Bod 2 Pad 4 
3 24 La Baule Independence LAS 25 SF4 28 PoS 3 Va5 6 Se5 & 318 Cape Horn Delta NO4 10 Hod 15 
3.25 Monica Grace NYJ 1 322 Seafarer PAB LAI 13 SF4 16 Vad 22 Sed 23 Pod 27 
Flynderborg Granco =NY4 10 3 26 Mormacrio Mormac NY4 13 Bod 16 Pad 18 Bad 19 
3 30 Suuare Sinnet Grace LAI 28 SF5 1 Se5 6 3 28 Bowplate 1FC NY4 15 Bad 19 BO4 22 Mi4 27 
3 30 Sofia Grace NY1 7 4/) Mormacgulf Mormac LA 25 SF4 28 Va5 2 Se5 5 Po5 7 


SOME LIKE IT HOT... 
SOME LIKE IT COLD 


UT nobody wants it old! Coffee, whether 
green, roasted, or already brewed, is best when 
it's fresh—and you get your coffee in 13 days from 
Santos... 12 days from Rio, when it comes via 
Argentine State Lines. 

Three new passenger liners—the RIO DE LA 
PLATA, the RIO JACHAL and the RIO TUNL 
YAN have joined the regular fleet of Anaeniione 
State Line freighters, operating a swift, dependable 
service between East Coast ports of South America 
and New York. Handling by efficient, experienced 
crews, in and out of immaculate holds, assures a 
minimum of bag damage and flavor contamination. 
Your coffee arrives perfect condition at the 
modern ASL terminal at Pier 25, North River, 
New York, ready for easy delivery to truck or 
lighter. 


ARGENTINE STATE LINE fi 


BOYD, WEIR & SEWELL, INC., GENERAL AGENTS ‘ iit 
24 STATE STREET. NEW YORK 4, N. Y., TEL. BO 9-5660 . igh i 


' 
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ith 
| 26 COFFEE & TEA INDUSTRIES and The Flavor Field 


SAILS 
41 


SHIP 


Stranger 

Del Alba 
Aagtedyk 
Pathfinder 
Dei Monte 
Peter Jebsen 
Del Mundo 
Del Aires 


LINE OuE 


Wes-Lar LA5 5 SF5 8 PoS 15 Se5 18 Va5 19; 
Delta NO4 24 Hod 29 

Hol-Int NY4/23 Bod 27 HR4 30 Ba5 1 PaS 3 
PAB LAI 30 SF5.3 Se5/10 Va5 9 PoS 14 
Delta NO5 1 HoS 6 

Nopal N04 30 Ho5 3 

Deita NO5 11 HoS 16 

Delta NO5 25 Ho5 30 


PORT SWETTENHAM 


314 


Polk 

Tyler 

Arnold Mrsk 
Taft 

Johnson 
Fillmore 
Monroe 
Harrson 


President NYS 1 
President NYS 11 
Maersk NYS 16 
President NYS 17 
President 
President NY6 
President NY6 
President NY6 


PUERTO CABELLO 


312 
3/19 
3 26 
42 
49 


Clara 
Monica 
Sofia 
Clara 
Monica 


Grace NY3 
Grace NY4 
Grace NY4 


Grace MEDITERRANEAN 


Grace 


BLACK SEA RED SEA INDIA 


PUNTARENUS 


12 
15 
16 
17 
18 
20 
24 
27 
5 

10 
14 
14 
16 


$ 
3 
3 
3 
3 
3 
3 
4 
4 
4 
4 
4 


RIO de JANEIRO 


SAN 


311 
3/17 
3 26 
47 
419 


SAN 


310 
314 


MAR 


Nereide 

Cst! Rambler 
Canche 
Anchor Hitch 
Alfa 

Square Sinnet 
Avnturer 
La Coubre 
Tritone 
Square Sinnet 
Cstl Nomad 
La Baule 
Marna 


Vigrid 

Del Mar 
Mormacgulf 
Falkanger 
Citadel Victory 
Yvonne 
Uruguay 

Del Norte 
Rio de La Plata 
Mormacmail 
Seafarer 
Cape Horn 
De! Santos 
Bowplate 
Pathfinder 
Del Sud 
Rio Tunyan 
Argentina 
Aagtedyk 
Del Alba 
Stranger 
Peter Jebsen 
Del Monte 
Bowrio 

De! Mundo 
Del Mar 
Cel Aires 


JOSE 


Square Sinnet 
Csti Avnturer 
Anchor Hitch 
Csti Nomad 

Square Sinnet 


TOS 


Mormaclide 
Falkanger 


Italian LA3 26 SF3/29 Vad 3 Sed/10 Pod 12 PAKISTAN GEYLON BURMA 
Grace Cristobal’ 3/18 

Independence LA3 28 SF3 30 Pot 3 Sed 5 Vad 6 

Grace LAI 4 SF4/7 Sed 12 

UFruit Cristobal’ 4.4 

sta 3.23 AMERICAN EXPORT 
Grace Cristobal! 3 27 

Independerce LA4 7 SF4 10 Pod 15 Wad 18 Sed 20 

Italian LAS 17 SF4/20 Vad 25 Sed 28 Pod 30 LINES 

Grace 28 SF5.1 Se5 6 

Grace Cristobal’ 4.18 

Independece LAI 25 SF4 28 PoS 3 VaS 6 Se5 8 37-39 Broadway, New York 6, N.Y. 
UFruit Cristobal’ 4 29 


Nopal NO3 26 Ho3 29 

Delta N03 23 

Mormac LA4 25 Sf4 28 Va5/2 Se5/5 Po5 7 
Wes-Lar LA4 10 SF4 13 Pot 21 Sed 24 Vad 25 
Delta N04 Hod 8 

Brodin Ba3 31 NY4 1 Bod 2 Pad 4 

Mormac NY3 31 

Deita NO4 2 

ArgState NY4 3 

Mormac Jx4 3 NY4 6 Bod 9 Pat 18 Bad 19 
PAB LA4 SF4 16 Vad 22 Sed 23 Pod 27 
Deita N04 10 Hod 15 

Delta N04 15 Hod 19 

NY3 15 Bad 19 Bod 22 Nid 27 

PAB LA4 30 SF5 2 Va5 9 Se5 10 Po5 14 
Delta NO4 16 

ArgState NY5 17 

Mormac 16 

Hol-Int NY¥4 23 Bod 27 HR4 30 Ba5 1 Pad 3 


IFC LINES 


Special service on coffee 
Nod 24 Hot 29 shipments from BRAZIL 


Nopal N04 30 Ho5 3 / You'll get speed, special handling, and experienced 
Delta service when you ship coffee with IFC LINES. 
NY4 30 PaS 4 Ba5 6 BoS & MI5 12 
Delta. N05 11 HoS 16 Backed by vears of know-how in shipping special- 
Deita NOS 14 / ized cargoes, [IFC LINES stands for service and 
Delta N05 25 HoS 30 satisfaction. Every IFC ship has pleasant accom- 
j modations for 12 passengers. International Freight- 
ing Corporation, Inc., 17 Battery Place, N.Y. C. 
Telephone: Digby 4-2800. 


Cristobal’ 3.2 

Cristobal’ 3 2 

4 SF4 7 Sed 12 /, BRAZIL Axencia Jonnson Ltda, Rio de PHILADELPHIA & H. Sohelman & 
Co., Inc Bours 


Cristobal’ 4 18 j Janeiro, Santos, Sao Paulo tye Bidg. 
LAI 28 SF5 1 Se5 6 CANADA Cunard Donaldson, Lte., PITTSBURGH Shipping 
Avemy, 2 Henry Oliver Bicg 


Montreal, Toronto, Halifax 

BALTIMORE [he Hinkins Steamstip CHICAGO fF. C. Macfarlane 

Avency, Inc , Munsey Bide LaSalle Street, 

BOSTON Sprague Steamship Com- DETROIT F.C. Macfarlane, /15 Trans- 
taticn Bldg 


pany. 10 Post Omice Square ports 


3 
7 Agents 


209 


Mormac NY3/23 Bo3 27 Pa3 29 Ba3. 30 
Wes-Lar LA4 10 SF4 13 Pod 21 Sed 34 Vas 25 SSSSSSSSSSSSSSss 


~ 


<_< 
SSS = 


41 
43 
43 
48 
418 
: 
3 20 . : 
3 28 
415 
58 Bare 
Sensing 
1 
21 
i 
| 
| 
: 
18 
23 
24 
30 / 
31 4 j 
2 
5 
5 
7 Delta N04 } 
ll taliar LA F 
13 
14 
24 
30 
8 
Grace 
Grace 
Grace 
Grace 
| SS SS SS SSS 
37 
4 


SAILS SHIP LINE DUE 


15 Citadel Victory Deita NO3 3 Hod & 
Mormacwave Mormac Ba3 28 Pa3 30 NY3 31 Bos 3 Had 5 
Yvonne Brodin’ Ba3 31 NY4 1 Bod 2 Pad 4 
Uruguay Mormac NY3 31 
Dei Norte Deita NO4 2 
De La Plata ArgState NY4 3 
Seafarer PAB LAS 12 SF4 15 VA4 20 Sed 21 Pod 25 
Gulfwater 1FC NY4/9 
Cape Horn Delta NO4.19 Hod 15 
Mormacmai! Mormac 3 NY4 6 Bod 9 Pad 11 Bad 12 
Bowplate 1FC NY3 15 Bad 19 Bod 22 Mid 27 
Del Santos Delta NO4 14 Hos 19 
Mormacquif Mormac LA4 25 SF4 28 VaS 2 Se5 5 Po5 7 
Del Sud Delta N04/16 
Tunuyan ArgState NY4 17 
Aagtedyk Hol-Int NY4 23 Bod 27 HR4 30 Ba5 1 PaS 3 
Del Alba Delta NO4 24 Hod 29 
Argentina Mormac NYS 16 
Stranger Wes-Lar LAS 5 SF5 8 Po5 15 Se5 18 Va5 19 
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Regular Service 
From The Principal Brazilian Ports To: 


NEW YORK NEW ORLEANS 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as — offers) at 
Ihil- $2 Py 

Philadelphia, Baltimore, Norfolk, Jackson- TAMPICO 


ville and Houston. 
4 10 Danahoim Swed-Am Mid 23 
4.24 Tunahoim Swed-Am MI5 11 


VP 


Bringing North and South America nearer each other, LLOYD 
BRASILEIRO makes the Good Neighbor a Close Neighbor. VERA CRUZ 


4.8  Danahoim Swed-Am Mi4 23 
4.22. Tunaholm Swed-Am MI5 11 


NEW YORK NEW ORLEANS 
17 Battery Place 305 Board of Trade Bldg. VICTORIA 
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Ship via 
Grancolombiana 


Regular Sailings between the coffee ports of 
Colombia 
Ecuador 
Venezuela 
and New York 
New Orleans 
Montreal 


GULF SAILINGS 
EVERY 10 DAYS 


Other ports as cargo offers 

Accepts freight for Atlantic and Gulf ports with transshipment at Cristobal, C. Z 

Accepts freight for New York, with transshipment at Cristobal, C. Z 

With transshipment at Colombe 30 ships serving 

the TOP market in 
South America 


Coffee slogan assigned to Duncan Coffee 

The Texas secretary of state, Austin, has assigned this 
The cotfee you'd drink if you owned all the cot 
to the Duncan Coffee Company, Hous 


Trans portadora Grancolombiana, Ltda., 
General Agents 
52 Wall St.. New York 5, N.Y. © 208 So. La Salle St. ¢ hicago, IL. 
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Get there fast! 


ON MODERN C-3 SHIPS 


those 
Ship via 
Coffee Pacific-Argentine- 
Brazil Line 
Cargoes 


—the route of 
of yours 


experience 


Direct service Offices in 
from Brazil ports principal ports to 

to Pacific Coast . give prompt service 

coffee centers and information 


PACIFIC-ARGENTINE- / Accommodations 
BRAZIL LINE INC. / for 12 
POPE & TALBOT, / PT / passengers 
INC., AGENTS 


POPE & TALBOT 


LINES PACIFIC * ARGENTINE BRAZIL LINE 


ACIFIC WEST INDIES * PUERTO RICO 
PACIFIC AND ATLANTIC INTERCOASTAL 


EXECUTIVE OFFICES « 320 CALIFORNIA ST.* SAN FRANCISCO 4 


M/S LISHOLT M/S BORGHOLT MS IGADI M/S REINHOLT 


FAST DIRECT FREIGHT SERVICE 
FROM TEA AND SPICE PORTS 
PHILIPPINES CHINA JAPAN 


IVARAN LINES 


Far East Service 


STOCKARD & COMPANY, INC., General Agents 


17 Battery Place, New York 4 WHitehal! 3-2340 


MALZONI & CO., LTD. 


Coffee Exporters 


SANTOS - BRAZIL 


Represented in all U.S.A. by 
OTIS, McALLISTER CO. 
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United Fruit ship carries top 1952 coffee cargo 


A United Fruit Co. ship recently sailed for New York 
from the port of La Union with the largest shipment of 
coffee made so far this year, estimated by company officials 
to be worth 11,000,000 colons ($4,400,000). 

The coffee was loaded aboard the freighter Choluteca at 
E! Salvador’s three Pacific ports, Acajutla, La Libertad and 
La Union, and was consigned to buyers in New York via 
the Panama Canal. It totaled 54,288 bags. 

A United Fruit Co, spokesman said that although this was 
the largest single shipment of coffee from El Salvador this 
year, it did not set an all-time record, inasmuch as in previous 
years there have been single shipments of as much as 60,000 
bags. 


Lykes Lines expands African service 

The Lykes Bros. Steamship Co., Inc., has increased its 
sailings between U. S. Gulf ports and South Africa to two 
sailings monthly, according to A. C. Cocke, vice president, 
Lykes Lines traffic division. 

Present plans call for a sailing every other month to ports 
on East Africa’s coast north of Lourenco Marques. How- 
ever, this will depend entirely upon availability of cargo for 
this area. 

The Lykes Africa Line was inaugurated in 1941 and until 
now monthly sailings have been maintained. 


West Coast Colombian agreement extended 


Colombian freighting agreements on coffee have been ex- 
tended to March 31st by the Association of West Coast 
Steamship Companies. 


25°% of Guatemala's coffee shipped to Houston 


Twenty-five per cent of Guatemala’s coffee exports arc 
shipped directly to Houston, Texas, according to. statistics 
released recently by the United Fruit Co., which operates 
ship service twice monthly between Guatemala and the Texas 
city. 

In 1951, 24,152,282 pounds of Guatemalan coffee, valued 
f.o.b. at Guatemala at about $12,585,700 was shipped to 
Houston. 


| NTIKRAFT 


ror 19 


12 Sizes in stock for immediate 
shipment ... 3 oz. to S lbs Plain. or 
Printed with your Private Desigr 
ATLANTIC olfers you service and 
economy’ 


ATLANTIC COFFEE BAG CO., Inc. 


220 KOSCIUSKO ST BKLYN 16. N.Y. NE-8-6100_ 
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Trade mourns passing of Leo Zander 

The coffee trade is mourning the death of one of its 
leading figures, Leo Zander, president of Zander and Co., 
Inc., New Orleans, green coffee agents and importers. He 
was 59. 

His older brother, S. Fred Zander, had passed away only 
six days before. 

Leo Zander was a native of New Orleans and attended 
Boys’ High school there. He began in the coffee business 
more than 40 years ago and was one of the founders of the 
Zander coffee importing firm 25 years ago. 

He was a member of International House, the Board of 
Trade, the New York Coffee and Sugar Exchange, and had 
been a board member of the Green Coffee Association of 
New Orleans. 

Mr. Zander 1s survived by his widow, the former Miss 
Frieda Levy of New Orleans; three sons, Alvin, Max and 
Earl Zander, all of New Orleans; and a brother, Richard J. 


Zander, of Philadelphia. 


H. P. Woodward, coffee executive, dead at 58 

Harry Park Woodward chairman of the board of the 
Southland Coffee Co., Atlanta, and active in Atlanta's civic 
and business life, died after a long illness at the age of 58. 

Born in Atlanta, he was a son of the late Col. Alsop Park 
Woodward and Catherine Schley Howell Woodward. He 
attended Atlanta schools, Georgia Tech and took aviation 
training in World War I. 

Mr. Woodward was with the Southland Coffee Co. tor 
eight years. During the first five years of this period he was 
president of the company. 

Previously Mr. Woodward was associated with various 
Pepsi-Cola bottling plants and with real estate activities. 

Surviving are his wife, a daughter, two grandchildren; two 
brothers, and three sisters. 


William B. Harris dead; former coffee importer 
William B. Harris, formerly an importer of coffee, died 
at the age of 80 at the home of his son in Princeton, N. J. 
Before World War I Mr. Harris was owner of the William 
B. Harris Coffee Co., New York City, also known as Old 
Dutch Mills, importers of coffee, teas and spices. 
He also worked as a coffee expert for the late Dr. Harvey 
Wiley, known as the creator of the pure food and drugs act. 
He was later in the membership department of the 
National Association of Manufacturers and the National 
Industrial Conference Board, and for a time was associated 
with the Fairfax Advertising Agency. 
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2 —a trademark of quality 
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FAIRCHILD & BOLTE NEW YORK 
T. L. McRAITH & COMPANY CHICAGO 


SAN FRANCISCO 
NEW ORLEANS 


WELDON H. EMIGH CO., INC. 
FELIX J. VACCARO 


HARD & RAND 


INCOR PORATED 


Established 1875 


Importers 


of 


Green Coffees 


107 WALL STREET 
NEW YORK 


Members: 

New York Coflee & Sugar Exchange, Inc. 
Green Coffee Association of N.Y.C., Inc. 
National Coffee Association of U.S.A. 
Offices and Agents in Principal 
Countries of Production 


SHIP va GSA 


AMERICAN FLAG SERVICE x 


TO THE WEST COAST OF SOUTH AMERICA 


Fortnightly service . . . with limited 
Passenger Accommodations. 
Expert cargo handling. 
Contact us today! 


GULF & SOUTH AMERICAN STEAMSHIP CO., INC. 


620 Gravier Street 
“IN OTHER CITIES CONTACT GRACE OR LYKES” 


New Orleans, La. 
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In Baltimore, Andres Uribe (right) and members of Box 414 examine 
the jeep station wagon in which the organization hauls hot coffee to 
fires and other disasters in the city. Box 414 gets its name from the 
number of the first fire box pulled to sound the alarm in Baltimore's 
disastrous fire of 1904 


PACB's “one for the road” 
campaign wins Marvland’s 
award of merit, WEIL scroll 


The Pan-American Coffee Bureau, non-profit organization 
representing ten Latin American coffee-producing countries, 
has been given Maryland’s award of merit for ‘outstanding 
services in the field of highway safety.” 

The presentation was made by Governor Theodore R. 
McKeldin, Jr., on behalf of the Maryland Trathc Satety Com- 
mission. Andres Uribe, of Colombia, acting president of 
the Bureau, accepted the merit scroll from Governor Mc- 
Keldin 

The project which won the award was a nationwide news- 
paper advertising and publicity campaign urging Christmas- 
New Years merrymakers to make the ‘one for the road” 
the final refreshment at holiday parties—coffee. Both ad- 
vertising and publicity emphasized that such a practice would 
enhance chances of avoiding accidents 

Governor McKeldin said that the decision to honor the 
Bureau resulted trom the sharp reduction of New Year's 


tratfic deaths in Maryland this year, partly as a result of the 
‘one for the road” campaign. 

“Last year we had eight fatalities at New Year's, this year 
there was not a single death in trafic during the celebration, 
he said. ‘That tells the story.” 

Governor McKeldin said that the Bureau's extensive safety 
campaign had been financed and promoted by the countries 
represented in the Bureau as a gesture of good will between 
neighboring nations. 

“In Maryland we have long known Latin America as a 
friend and readily understand the unselfishness that prompted 
the expenditure of what must have been a great deal of 
money simply to help Americans enjoy the holidays more 
safely, and hence, more happily. We have been friends 
since those pre-revolutionary days when the Port of Baltimore 
first became a leading importer of Latin American products. 
During the ensuing years of close contacts our respect and 
affection for our neighbors to the South has solidified.” 

In accepting the award, Mr. Uribe told Governor Mc- 
Keldin, “One of the major aims of the Bureau is the better- 
ment of understanding among the countries which comprise 
the family of nations of the North and South American con- 
tinents and islands. If, as Governor McKeldin has said, 
our recent campaign has made us better friends, the effort was 
well worth the while.’ 

The Maryland award was the second honor received by 
the Pan-American Coffee Bureau for its campaign. Pre- 
viously Station WFIL of Philadelphia had named the Bureau 
as winner of its annual merit award for public service. 


Ray Jacobsen succeeds Creighton 
as Butter-Nut Coffee sales head 


Resignation of Edward A. Creighton, Jr., from the Paxton 
and Gallagher Co., Omaha, packers of Butter-Nut Coffee, 
was annuonced recently by Paul C. Gallagher, president. 
Mr. Creighton’s duties as general sales manager of the 
Butter-Nut Coffee Company have been assumed by Ray W. 
Jacobsen, Mr. Creighton’s assistant for many years. 

Mr. Jacobsen was for many years the manager of Paxton 
and Gallaghers’ branch offices at Hastings, North Platte and 
Casper, Wyoming. 

Announcement of his appointment comes on the 31st an- 
niversary of his association with the firm. 


Standard Coffee, Detroit, in new building 


The Standard Coffee Co., Detroit, has moved its plant 
and offices to their new building at 2850 Gratiot Ave. 


Telephone: HAnover 2-9182-3 


HENDRICKSON & KAMMER- 


101 FRONT STREET, NEW YORK 5, N. Y. 


Cafe 


Members: New York Coffee & Sugar Exchange, Inc.; 
Green Coffee Association of New York City, Inc. 
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Coffee Movement 
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figures by N. Y. Coffee & 


(Figures in 1,000 bags) 


1952 


Sugar Exchange, Inc., in bags of origin. (Preliminary) 


In The | U. S. | Market 


Deliveries—from: Visible Supply—ist of Meath 
1 Others Brazil Others Total 


647 805 438 


966 2,092 1,152 469 1,621 
757 1,774 1,050 368 1,418 
820 1,912 1,073 347 1,420 
501 1,324 932 369 1,301 
457 1,279 909 428 1,337 


742 1,779 1,019 355 1374 
912 1,899 1,051 458 1,489 
935 2,256 1,244 440 1,684 
812 1,705 1,089 486 1,575 
602 1,343 887 395 1,282 
622 1,460 920 332 1,252 
646 1,384 739 357 1.096 
588 1,067 559 360 919 
401 1,170 836 300 1,136 
410 1,339 998 303 1,301 
592 1,412 1008 Is4 1,192 


S82 
1,041 


2,037 


1841 


1,123 211 


926 324 


The Coffee Outlook 

Open season is here for broadsides on where he industry 
is going. 

Figures are now available on total imports for 1951, and 
on a per capita basis they come to 171/, pounds, which ts 
less than the 19 pounds per capita which the industry reached 
a while back. 

The per capita drop does not mean that imports went down 
in 1951. In fact, as compared to 1950 they went up. The 
per capita figure for 1951 is also better than in 1950——but 
there has been a drop in this level since the 1946 and 1949 
peaks. 

Such statistics, taken alone, can be deceptive. For example, 
the 1949 imports probably reflect 1950 consumption to a 
significant degree, because of the specific conditions pre- 
vailing in the fall of 1949. 

Therefor a more accurate figure, if it could be pinned 
down, would probably see the 1949 level shaved and the 
1950 one raised. 

In the same way, the 1951 per capita level does not neces- 
sarily mean that people in this country are, individually, 
drinking less coffee—not if by people we mean adults. The 
sag probably reflects, to some extent, a rapid increase in 
population and especially in the postwar crop of babies still 
too young to be considered part of the immediate market for 
cottee. 

As for the figures, here's what the Census Bureau reported 
on inventories, stocks, roastings and imports: 

Inventories of green coffee at the end of last year stood at 
2,759,000 bags, 6 per cent lower than a year earlier, but 12 
per cent above the September 30th, 1951. level. 


Stocks of roasted coffee in the hands of roasters were : 
placed at 621,000 bags (green coffee equivalent) at the end 
of December, a gain of 18 per cent over December, 1950, L 
and 3 per cent above September 30th. 

The combined total of 3,480,000 bags compared with 
3,463,000 a year ago, 3,660,000 two years ago and 3,358,000 
bags three years ago. 

Roastings during 1951 amounted to 19,051,000 bags, an 
increase of 3 per cent, or 635,000 bags, over the amount 
roasted during 1950. Third-quarter, 1951, roastings were 
17 per cent below third-quarter, 1950. 

Roastings in all other quarters, however, were from 2 to 
19 per cent higher than in the comparable period of 1950. 
Quarterly roastings were at a rate in excess of 5,000,000 
bags during the first and tourth-quarters of 1951. 

Imports of green coffee during 1951 amounted to 20,- 
301,000 bags, an increase of 10 per cent over 1950 imports 
of 18,424,000 bags, but 8 per cent under the 22,060,000 
bags imported during 1949. 

Yet inventories at the 1951 year-end showed hardly an 
increase, trade sources pointed out. The implication is that 
the rate of consumption, as distinct from imports expressed 
on a per capita basis, has expanded and if maintained for 


this year will mean an increase in imports of about 1,000,000 


bags. 


1951 coffee shipments from Brazil 

Cotfee exports from Brazil during 1951 totaled 16,358,008 
bags, according to statistics compiled by the Rural Associ 
ations of Sao Paulo. 

These exports reached a value of 19,456,109,434 cruzeiros 
In dollars, this coffee earned $765,148,563. 


Serving The Coffee, Tea & Spice Trade For Many Years 


Brookhattan Trucking Co., Inc. 


57 FRONT ST. NEW YORK 4, N. Y. 
BOwling Green 9-0780 


Import, Export and Bonded Trucking 


Morton’s Stores, Inc. 


Riverfront Warehouses 


11 SMITH ST. BROOKLYN, N. Y. 
MAin 5-4680 


N. Y. Phone: BOwling Green 9-0780 
Free And Bonded Warehouses 


MARCH 1952 


Total 

1950 : 

43 


Estimate of Brazil's 


Estimates of the coffee to be dispatched to ports from the 


JEROME GUMPERZ CO. | coffee crop shaved 
1951 coffee harvest in Brazil have been lowered by the United 


by U. S. Embassy 
Coffee Smaporters 
States embassy in Rio de Janeiro, according to a report by 


100 FRONT STREET, NEW YORK 5, N. Y. the National Coffee Association. 
The embassy shaved its estimate from 15,670,000 bags to 
Cable: JERRYMOR 15,200,000 bags. 

The new estimate includes only coffee sales that are to be 
registered as the 1951 crop. Some coffee from the 1951 


harvest was reported to have been registered in June as from 

the 1950 crop. Also, there may be considerable coffee from 

ORTEGA AND EMIGH. INC. the 1951 harvest held over until July, 1952, and registered as 

. from the 1952 crop. 

Coffee I ; 
mporters The harvest fell below expectations in different sections of 


Brazil for various reasons: Cherries contained more pulp 


Ou; lit /C {fe Ss F and a larger proportion of smaller beans than usual; broca 
rom damage; greater diversion into local consumption; with- 


holding of coffee for higher prices. 


COLOMBIA-SANTOS : 
The DNC estimated that only 2,200,000 bags of the 1951 
eins MALA-EL SALVADOR-COSTA HICA harvest remained to be dispatched after November 30th, 
MEXICO-NICARAGUA 1951. That's only 15 per cent of the crop. In the previous 


year 25 per cent ways available after November 30th, two 


years ago 17 per cent and three years ago 29 per cent. 


46 | Market ot. San I rancisco Conditions appear to be more favorable, the Embassy re 
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Give yourself 


Come April, the Pan-American Coffee Bureau's 1952 
campaign will hit newspapers, magazines, airwaves and 
restaurant and grocery windows and interiors. 

The cotfee-break theme makes good sense. 

It taps one of the largest reserves of potential cottce 
consumption. Yet the nature of the theme is such, it 
helps cotfee drinking at other times, too. 

Not only is the theme sound, the timing 1s also right. 

During the last war, time out for coffee in othces and 
factories grew to the point where it was the rule, rather 
than the exception. 

Since the war, instead of declining, the trend continued. 
In the past year, particularly, it has taken on new impetus, 
and it is now rapidly becoming a deeply rooted tradition. 

ihe new impetus, it should be noted, has been en- 
couraged through shrewd and telling public relations 
work by the coffee industry itself. 

The coffee-break campaign will therefore be sowing 
seed in ploughed fields. 

The sowing will be extensive. Starting next month, 
the cotfee-break theme will be carried to the American 
public via full-page four-color ads in Life and the Saturday 
Evening Post; black and white half pages in the four 
leading women’s service magazines, Ladies Home Journal, 
McCalls's, Woman's Home Companion and Good House- 
keeping; and to the grocery and restaurant fields via their 
trade publications. 

In addition, the message will be spread by spot an- 
nouncements five days a week over 119 statiions in 84 
mayor cities. 

At point-of-sale—in restaurants and grocery stores 
streamers, posters and tuck-in cards will hammer home 
the theme. 

The promotion will also be supported by an extensive 
national publicity campaign. 

All this means, to the roaster, the kind of opportunity 
made to order for him. It means he can read the slogan, 
Give yourself a coffee break,’ as being addressed to 
hiraself as much as to the consumer. 

All the point-of-sale and display material, about which 
grocers and restaurateurs will be reading and hearing, 
will be available to them only through their coffee sup 

pliers. 


That fact, alone, is a solid asset to the roaster. 


Moreover, since the drive has the time-out-for-cotfee 
theme, the roaster can not only tre in with it in the usual 
ways—in advertisements, in setting up displays, etc.he 
can also go beyond. 


MARCIE, 


a coffee break 


Roasters in the restaurant and institutional field, espe 
cially, can list) industries and commercial organizations 


in their territories which make good prospects tor the 


coffee-break drive—and go after them 


Powerful ammunition is available. Apart from the 
industrywide promotion, there is the survey of the coffee 
break in industry conducted recently tor the Pan-American 
Coffee Bureau. (See: “The coffee break in industry,” 
Page 10, February, 1952, issue of Cotfee & Tea Industries, 
formerly The Spice Mill.) 

In this survey report (copies are available from PACB) 
are facts demonstrating that the cotfee break more than 
pays for itself, by increasing efficiency and production, 

More often than not, sales to such customers will mean 
new, added volume. As the past period has demonstrated, 
under today’s conditions that added volume may provide 
just the breathing space needed above the break-even 
point, with which many packers have been living in un 
comfortably close proximity. 


P.S. on anniversaries 


Last month in this corner, in an added note on the tact 
that Coffee & Tea Industries, formerly The Spice Mill, ts 
now marking its 75th year, we paid tribute to members 
of the trade who, to keep all of us informed, pass along 
trade notes from their territortes. 

We'd like to be even more specific. 

Include among these selfless men such cotfee figures as 
Lee H. Nolte, who regularly sends his enthusiastic dis- 
patches about trade doings in St. Louis; F. Tupper Smith, 
whose careful jottings keep us informed on people and 
developments in Denver; Harry P. Riley, whose frequent 
reports fill in the picture on Minneapolis. 

We'd especially like to pay tribute to Robert A. Lewis, 
who conducts the “Tea Leaves” column, which has become 
known in this country and abroad as a source of uniquely 
authoritative and pointed comments on the tea scene 

Mr. Lewis, a five-time president of the Tea Association 
of the U.S. A .and a former member of the Board of Tea 
Experts, is one of the Elder Statesmen of the tea industry 

Four years ago, this month, Mr. Lewis did his first 
“Tea Leaves” column, and he has been conducting it 
with penetrating insight ever since. 

He has been doing it, as have the other selfless men we 
mention, purely as a labor of love, out of 4 deep attach 
ment to the industry of which he ts part. 
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Importers 


to the Tea Trade 
since 1846 


Carter, Macy Company, Inc. 


37-41 Old Slip, New York 5,N-Y. 


MEMBER: TEA ASSOCIATION OF U.S.A 


: 
| | | | 
| 
‘ 
x 
| 
| || 
| | | 
i | | 
| 
| 
| 
| 
| 
| 
46 4 A NOUS : 3 


A graduate of Fordham University and the Hartard 
School of Business, Philip 1. Eisenmenger entered the food 
field with Standard Brands Incorporated in 1932. In 1940 
he was transferred to Standard 
Brands’ 


department, 


otel and restaurant 
here he 
diately became active 
hotel and vestaurani associ 
ation work that has helped to 
um him so 


in the 


many friends m 
the mdustry, 

In 1945, Phil ap- 
pomted MANALED of the hotel 
and restaurant department of 
The Fleischmann Division of 
Standard Brands, and in 1949 
he became assistant to vice 
dent. He was succeeded 
as hotel and restaurant manager by Frank H. Schumacher 

Av a long-time member of the Tea Assocation, as well 
as the American Hotel Association, the National Restaurant 
Association and the National Coffee Association, Phil's wide 
experience and willingness to work for the good of the in- 
dustry and its allied trades have won his appointment to 


Robert A. Lewis 


pres 


pointed comments by a tea trade dean 
By ROBERT A. LEWIS 


several key committees 

He is currently a member of convention committee 
of the National Restaurant Association. He has 
member of the public service committee of the Tea Asso- 
ciation since 1947, and in 1949, when this committee became 
a part of the Tea Assoctation’s overall merchandise com- 
mittee, be was appointed assistant chairman to head up 
hotel and restaurant activities 

Some of the most stimulating sessions at the tea con- 
tentions, memorable not only for their spirit but for their 
practical, constructive suggestions, were the panels on the 
hotel and restaurant market ably chaired by Phil. 

This ts the man, then, who helps us—in the guest column 
below—lift our heads from daily routine for a long look 
back at the road tea has traveled in this country. Looking 
back with him, you will find new inspiration for the road 
R.A.L. 


been a 


ahead. 
t 


On time and tea 


By PHILIP I. EISENMENGER, Guest Columnist 


In accepting an invitation from Bob Lewis to conduct 
a guest column for “Tea Leaves,” | experienced somewhat 


the same emotions that must assail those amateurs who 
attempt to conduct an orches- 
tra on the famous radio and 
TV program, “So you want to 
lead a band! Ever since my 
first association with Standard 
Brands, I have regarded Bob 
Lewis as the ‘maestro”’ of the 
tea trade, and it is with con- 
siderable trepidation that I 
submit this one-issue effort to 
his important pillar. 

As one who has been large- 
ly concerned with the mer- 
chandising and sale of tea in 
the eating - out - industry, I 
should probably confine my comments to that specific phase 
of the tea trade. However, I should first like to take a 
running start in that direction with a few general and 
strictly personal opinions “On Time and Tea.” 

For example, it occurred to me that the slight inferiority 
complex that afflicts the U. S. tea trade whenever confronted 
with comparative figures on the consumption of tea and other 
beverages could be considerably alleviated by a good look 
backwards at the amazing staying power of tea in all long- 
distance beverage races, and a good look forward at the 
terrific tea potential in these United States. 

One of the many things I never knew before (before 
attempting to fill this “Tea Leaves’ column) 1s that the first 
real introduction of tea into England (in the seventeenth 


Philip |. Eisenmenger 
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century) began in the London coffee houses, where cotfee 
was far and away the most popular drink. 

I think that is significant for two reasons: First, because 
it proves that in England, at least, tea started its age-old 
competition with coffee at a distinct disadvantage, but like 
the hero of the hare and the tortoise, eventually won the 
race. Second, because it proves that the public eating place, 
then as now, was the ideal medium for fostering public 
acceptance and increased home consumption of a brand new 
beverage. 

Incidentally, it is interesting to note that chocolate, or 
chacolate,” (there has always been a good deal of dithculty 
with the spelling) was the third of the “big three” beverages 
sold in London's coffee houses. And although this drink 
has never enjoyed the peak popularity of tea or coffee, it 
has never been eliminated from competition and 1s currently 
enjoying increased favor as a hot cold-weather drink in the 
restaurant field. 

The fact that tea was never a particularly popular drink 
in colonial inns and taverns may be one of the reasons why 
its progress in this country has been slow and not sure. Tea 
was introduced carly by the New Amsterdam Dutch, but it 
was more favored in the home than the tavern, and thus was 
more easily given up when it became a hated symbol of 
taxation without representation. 

The historic fact of the Boston Tea Party must un- 
doubtedly be regarded as a damaging blow to the progress 
of tea drinking in the United States. However, in the light 
of the recovery which tea had made by the 1800's—it was 
almost universally served with “supper” in the American 
home—~it 1s perhaps to pat and easy to blame tea’s secondary 

(Continued on page 54) 
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Tea trends 


in Calcutta 


By J. P. H. BENT 


n tea marketing 1 
the Calcutta Tea Trader 


recent annual meeting.-Ed 


from 


The droughty conditions prevailing at the beginning of 
1951 had an unfortunate effect on quality and in conse- 
flush been generally 
I would also draw attention to the unwelcome 
decline in shipments to Australia, New Zealand and to 
the dollar markets 

In the 


quence second teas have below 


standard 


case of Australia and New Zealand, the lower 
level of prices ruling in the Colombo market throughout 
the year, as compared with Calcutta prices, undoubtedly 
influenced the diversion of orders from Calcutta to Colom 
bo, while there are reasons for believing that the dollar 
countries built up stocks beyond their immediate needs 
at the end of 1950, against the possibility of the Korean 
war spreading 

It is hoped that there will be a healthier demand from 
Ameriua for North Indian 1952. by which 
their stock position may have corrected itself 


teas time 


Another marked feature this season has been the strong 
demand tor dust teas which have averaged what must be 
an-all-time record price for the Calcutta market 

Climatic conditions have not been favorable to the pro- 
duction of quality, though the installation of improved 
manufacturing facilities on certain: gardens has produced 
« noticcable improvement in their teas 


Producers have experienced difficulties in. obtaining 
chests of good quality from indigenous manufacturers to 
supplement the limited imports allowed them ot foreign 
chests. A system of government inspection of approved 
manufacturers of chests has been set up in this country, 
and while this undoubtedly is a step in the right direction 
if the inspection can be made sufhciently thorough a 
slight improvement has been noticed recently in the con 
dition of chests arriving in Calcutta—the limiting factor ts 
likely to be the supply of suitable timber from places econ 
omically accessible to the manufacturers. 

This problem has no short term solution, and I would 
once again appeal to the government of India to ensure 
that if they must restrict imports on a quantitative basts, 
they do not work to such a narrow margin that ia the 
event of any approved supplier not heing able to manu- 
facture to his rated potential, producers are forced to buy 
hests of rubbishy material 

It seems to me wrong that the standing of the Indin 
tea industry should be jeopardized in world markets by 
the use of inferior packing materials, merely to safeguard 
the interest of the small number of workers employed in 
the plywood industry. As long as a plywood manufac- 
turer in India can be assured of a market for his tea shooks 
by government policy of restricting imports. there is little 
incentive for him to Improve the quality of his manutac- 
ture. Indian teas have already acquired a bad name over- 
scas for being packed in inferior chests, and discrimination 


(Continued on page 51) 


Free Copies 


of Our 119-Page Illustrated Booklet 
“THE ROMANCE OF TEA" 


are available for your sales personnel. A well-informed Tea salesman does a 
far better job because he is more interested in discussing a subject about 
which he knows as much as, or more than his customers do. Ask our representa- 


tive for your copies or write to us at 91 Wall Street, New York 5, N. Y. today. 


IRWIN - HARRISONS - WHITNEY. INC. 


NEW Y © PHILADELPHIA © BOSTON CHICAGO SAN FRANCISCO SHIZUOKA (JAPAN) 
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Robert B. Smallwood, Chairman of the Tea Council, has 
announced that this year’s iced tea campaign will have a 
$500,000.00 fund behind it. 

The Council will use outdoor billboards tor the first time 
and will continue with Life magazine and newspaper supple- 
ments during the iced tea season. Billboards will be used in 
34 markets. 

Theme of the 1952 advertising will be “Best Summertime 
Retresher Of Them All,’ Mr. Smallwood stated. This theme 
was copy tested in Chicago by the Leo Burnett Co., Inc., the 
Tea Counal’s advertising agency. 

The agency recommended outdoor billboards as giving the 
tea industry a chance for better product illustrations and 
more impressions over a longer period. A huge glass ot 
wed tea with a hand reaching for st will be pictured 

Full-scale merchandising, sales promotion and publicity 
campaigns have been developed to support the advertising 
proggam. Since people drink iced tea “all summer long,” 
promotion is geared for the retailer to feature and sell the 
beverage for a long period. 

Anthony Hyde, vice chairman of the Tea Council and 
president of the Tea Bureau, pointed out that grocers and 
restaurateurs have seen, in the past, tea sales climb to new 
heights with all-summer-long promotion. 

The first phase of the campaign will begin with the hot 
weather opening of the iced tea season, starting in the South 
in April and moving North “with the sun.” 

Tea Council merchandising representatives will visit 30 
markets to call on grocery chains. These markets include: 
Atlanta, Baltumore, Birmingham, Boston, Buffalo, Chicago, 
Cincinnati, Cleveland, Dallas, Denver, Detroit, Houston, 
Jacksonville, Kansas City, Los Angeles, Miami, Milwaukee, 
Minneapolis, Mobile, New Orleans, New York, Norfolk, 
Philadelphia, Pittsburgh, Providence, Richmond, Salt Lake 
City, San Francisco, St. Louis and Washington, D. C. 

Grocery selling and merchandising materials offered by the 
Tea Council this year include: a 44 by 34 inch jumbo poster, 
a 14 by 11 inch small all-purpose poster and a salesmen’s 
promotion calendar. These aids are available to grocers from 
their tea salesmen at no cost or direct from the Tea Council. 

“The increased urgency of reducing food costs and main- 
taining an adequate profit spread makes the merchandising 
of iced tea a natural for restaurants and hotels,” Mr. Hyde 
said 

Iced tea, if made properly— that 1s, two ounces of tea to 
a gallon of boiling water steeped from six to ten minutes 
should be the leading beverage for most restaurants. The 
average cost of materials 1s 22 per cent or less. 

With proper promotion, ied tea sales in most restaurants 
can be increased at least 5O per cent. Many restaurants have 
done far better and as a result have made very nice profits.’ 

Restaurants which use the two-ounce formula can get free 
point-of-sale materials from their tea salesmen or the Tea 

Council. These materials include: a back bar strip, a menu 
tip-on and table tent, a three-dimensional pop-out glass, a 
two-ounce formula recipe card, a 151/y inch iced tea glass 
poster and a salesmen’s broadside 


1ARCH 969 


$500,000 will back “best refresher” 


theme in long-season iced-tea drive 


Preview of the opening ad (Life, June 9th) in new campaign. 


The tea industry of the U. S. will again choose its iced 
tea Queen for 1952 in St. Louts, where iced tea was dis 
covered. 

All girls over 16 years of age, born in St. Louts and now 
living here are cligible for the coveted crewn and more than 
$1,000 worth of gifts and model fees. 

Past Tea Queens have included movie actresses Marie Wil- 
son, Adele Jurgens and Andrea King, singer Margaret Whit 
ing, Powers model Flora-Jean Seaman and Hollywood star- 
lets Ann Zika and Camille Williams. Last year’s winner was 
Miss Doris Wolters of St. Louis. 


Dorothy Schneider appears on TV 


Mrs. Dorothy Schneider, executive secretary of the Tea 
Association of the U.S., appeared on the Woman's Club 
program over WABD and the Du Mont Television Net 
work recently. 

The occasion was the formal presentation to Mrs. Schneider 
and two other New York City women of Certified Pro 
fessional Secretary (CPS) certificates. 


Tea on the highway 


Englishmen can have a tea party right on the highway 
with the aid of a new gadget manufactured by a British 
firm 


It’s a tea-maker that operates from a 12-volt auto bat 
tery 


People who brew tea in pots are also 
more regular tea drinkers, survey shows 


People who brew their tea in a teapot tend to be more regu- 
lar tea drinkers than those who don't use teapots. 

This is one of the facts brought to light in a summary of 
tea pot statistics prepared by the research department of the 
Tea Bureau, Inc. 

Other facts in the summary include these: 

The U. S. Market absorbs about 3,500,000 teapots 
a year—about 63 per cent for the home use, 37 per cent for 
restaurants and other institutions. 

About one out of four urban families have no teapot; 
about 60 per cent have one or two. re 


Kinds of teapots 


Over 80 per cent of all teapots are of earthenware or china. 
Teapots in the home range in size from three to ten cups; 
two-thirds of all pots are of the six-cup size. More than half 
of all restaurant tea pots are cight-ounce size, about one 


fourth are ten-ounce size. 

Nine out of ten pot-brewers properly pour the water on 
the tea; but almost one fourth of all cup brewers (in At- 
: lanta ene half) first pour the water and then put the tea in. 
Lady Baden Powell, world chief guide of the Girl Scouts, congratu- If 7 7 : 

; ' tea is made for one person, half of the people brew it in 
lates Catherine Picard (left) and Sharon Brant, Stamford, Conn., : P 
youngsters. During recent “Take Tea and See Week," Stamford Giri 4 Cup, only one-third in a pot. It it is made for three or 
Scouts collected 76,000 tea -bags for Korea. more persons, 71 per cent brew it in the pot. 
People who use loose tea are more apt to preter a pot 


than the people who use tea bags. But if tea 1s prepared 


Must drink 60 cups of tea a day : aries 
for three or more people, even two-thirds of those who use 

Oswald Beard, of Lancashire, England, must drink 60 — tea bags brew them in the pot. 
cups of tea daily because of a stomach ailment that has The Central Region shows the highest percentage of pot 


battled doctors, Quick magazine reports. brewing, the South and East the lowest. 
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1951 Exports of Tea from Japan 


(Shimizu) 


(in pounds) 


Month 
Destination ~ 


| January | February | March May June duly 


154,457 166, 907.5 
36,550 


1,085, 450.5 
122,19 


58,684 | 725,210 
46.20 


| 
| 


| 
| 
| 


427,018 325,905 
90,500 


256,397 33,810 | 


Mauritania | 
Senega! 

F. Sudan 

F. Guinea 
Ivory Coast 
Dahomey 
Nigeria 
Niger Colony 
Chad 
Ubangi-Shari 
Cameroons 
Middle Congo 
Madagascar 
Hongkong 

F. Indo China 
Afghanistan 
Philippine 
Arabia 

Syria 

France 
Gibraltar 
England 
Germany 
Chile 
Uruguay 


159,561 


39,100 


10,000 


12,090 
22,754 


5,000 


“2,285,532 2386, 191.1 1,023,432.5 1,210,698. 


2,283,132 2,384.191.1)  1,023,422.5 1,175,098.5 1,717,554. 
2,400 3,600 39.844 


5 1,757,397 5 


of which: 
TOTAL 


October November December 


Green Tea Black Tea 


7,000 


August September 


3,160,844 
419,810 


61432 4,242,388 


44,400 


7.00 


86,355 
1.82) 


256,740 
46.985 


553,483,5 
121,665 
| 
110,370 | 
359,795 


945,670,5 161,534 


12,500 


4.609, 897.5. 

141,335.5 
11.250 
461,796 
120,654 


261,065 
24,027.5 


626,225 
51,068 


275,500 
141,335.5, 
11,250 
461,7H 
120,684 


24,975 


498 


2,000 


57,080 279,485 | 


54,000 
170,709 


69,510 
1,275 
1,120 

15,000 

160,778 
190,000 
9,100 


7,500 


160.778 
42,554 
190,000 
9,100 


34,122 34,926 


69,000 40,000 
1,875 


1,644,958 2,.200,396.5 1.920,590.5 1.490.179 874,454.5 18,994,413.7 18,178, 268.1 


740,318.5, 18, 178,268, 1 
194. 196 516, 145.6 


1,461,597 
28,582 


1,787, 796.5, 
133,094 


1,426, 571.5 
218, 387 


2.018, 746.5 
181,650 


Tea production in Pakistan 


in 1951 reached record 
total of 53,100,000 pounds 


Pakistan achieved a record production of tea in 1951, 
totalling 53,100,000 pounds, The record was achieved in the 
face of unfavorable weather conditions and damage to tea 
bushes by hailstorms and drought. 

The 1951 production compares with 52,200,000 pounds 
in 1950, 46,300,000 pounds in 1949, and 43,800,000 pounds 
in 1948. 

The area under tea cultivation has also been increasing. 
From 75,500 acres in 1948 it has risen to 81,600 acres in 
1951. 

Pakistan is allowed a total acreage of 83,700 acres under 
the International Tea Agreement. 


Commercial tea growing in Australia still far off 


A great deal of publicity and some over-optimistic claims 
have been made in the Australian press and elsewhere about 
the future of tea-growing experiments now being carried out 
in Australia, reports the Tea Times of Africa. The extent 
of these experiments and other conditions in Australia, 
however, provide, at the moment, only a very remote chance 
of tea being produced on a commercial scale. 

Although the experiments have proved that climatic and 
soil conditions are suitable for tea cultivation in Australia, 
there are overwhelming obstacles in the way of full size 


commercial production. Not the least of the problems is 
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The Shrzuoka-Ken Export Tea Association 


the Australian standard of wages, which is many times 
higher than that in the major tea-producing countries and 
would seem to prohibit Australian teas from competing with 
those of other countries, even were a sufficiently large and 


permanent labor force attracted to these areas. 


Starts tea plantation in New Guinea 


A tea-planter from Assam has arrived in New Guinea 
to establish a privately owned tea plantation in the eastern 
highlands. 

He is D. J. McWilliam, who will manage the planta- 
tion for a company which represents Adelaide, Australia, 
business interests. The company has been granted 500 
acres for tea-growing and will be supplied with 10,000 
tea seedlings by the Agriculture Department. 

Mr. McWilliam is confident that mechanical tea-planters 
will be perfected by the time the first tea crop is harvested 


Tea trends in Calcutta 
(Continced from page 48) 
in favor of teas produced by other countries and packed in 
chests of pre-war standard will become increasingly serious 
as tea production catches up with demand. 

An attractive, neat and serviceable packing is an axiom 
of good sales policy, and I fear that India can never pro- 
duce anything to equal a smooth, white birchwood tea 
chest. 


Calcutta tea man visits U. S. 


Robert Whitworth, of Harrisons & Crosfield, Ltd., Cal 
cutta, visited the United States and Canada recently 


5 | 


Canada | - | 426,810 | 
Egypt - | 26,500 | 26,500 | 26,500 
Tuisia | 110,370 | 110,378 
Algeria 628,140 634.704 974.632 | 6.655.219 | 6.200.599 | 31,710 
Tangier 280] | 119,50) | 39,683 
S. Morocco 94,500 94,500 94,500 
Morocco 604.086.516.600 | sow 
Tripoli | | 
22,575 | 20,207.55 «67.498 | 
22,945 | 13.200 
| | = 3,100 14,870 39,898 39,838 
| 13,998.65 13,998.6, 
10,500 | 46,000 46,000 
| | 20,635 20.635 $ 
29,601 | 478,327 964,067 114,280 
16,227.6 3,000 13,227 
2.976 4,750 7,728 
5.20 | 13,798 19,048 5.250 13,798 
7.106 H 6.5% | | 16,803 16,803 
| 54,000 54,000 
3200) i | 29,00) 37,500 27.800 733,530 733,530 
| 11,760 69,510 
1,275 | 1,275 
- | 1.120 | 
| 15,000 15,000 
| 
7 
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U.S. Board of Tea Experts 


holds SOth session 


to set import standards 


With reporters and photographers on hand at the New 
York City offices of Charles F. Hutchinson, supervising U, S. 
Tea Examiner, the United States Board of Tea Experts last 
month opened its 50th annual session, to set tea standards 
for the 1952 season 

The board 1s under the yurisdicatien of the Food 2nd Drug 
Administration of the Federal Security Agency 

In additron to Mr. Hutchinson, the other members of the 
seven-man board are J. Grayson Luttrell, McCormick & Co., 
Inc, Baltimore; John F. Halloran, Salada Tea Co., Boston ; 
Walter Hellyer, Hellyer & Co., Chicago, Carl Seeman, i. 
Seeman Bros., Inc., New York City, Joseph G. Vaskas, Great 
Atlantic & Pacific Tea Co., New York City; and Edward J 
Spillane, The G. S. Haly Co., San Francisco. 

The experts set the 1952 standards from samples of tea 
submitted to them, A single standard of quality and purity 
is set for cach of the ten different recognized varieties of tea 
Speaamens of these are sent to tea examiners in charge of 
imports at the principal ports of entry, New York, Boston, 
Seattle Honolulu, These standards go 
Other specimens are given to 


Son Francisco and 
into ctfect on the first of May 
American Imports and their foreign representatives tO use as 
standards tor purchases in the tea-growing countries. 


The U.S. Board of Tea Experts 1s an outstanding ex 


While flashbulbs popped i nthe New York City offices of Supervising 
U.S. Tea Examiner Charles F. Hutchinson, the U. S. Board of Tea 
experts opened its 1952 sessions. From left: J Grayson Luttrell, 
John F. Halloran, Mr. Hutchinson, Edward J. Spillane, Car! Seeman, 
Jr., and Joseph G. Vaskas. 


ample of voluntary business supervision and 1s the only body 
of its kind in the world. It dates back to 1897, when the 
tea trade requested that Congress pass the Tea Inspection 
Act, charging the Department of Agriculture to set up a 
group of tea experts to set the standards of purity and quality 
of tea imported into the U. S. 

In 1940 the board came under the jurisdiction of the Food 
and Drug Administration of the Federal Security Agency. 


THE LATEST TREND IN TEA BAG PACKAGING. 


EASTERN TEA 


GREATER DEMAND THAN EVER 
FOR THE ALL-SEWED REINFORCED 
ICED TEA BAG WITH LONG STRING 


No breakage in brewing or in removing from urn due to unique production me- 
thod. Printed cartons and master shippers assure safe arrival. 


INDIVIDUAL TEA BAGS ARE TANGLEPROOF 


PACKED IN INDIVIDUALLY DESIGNED CARTONS WITH INNER LINERS AND CELLOPHANE WRAPPED, FOLLOWING 
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Movement of tea into retail channels and the institutional 
market in the United States last year was 2.3 per cent above 
the 1950 level. 

This trend wes emphasized last month by Anthony Hyde, 
president of the Tea Bureau, Inc., in the foreword to a 
Bureau tea stocks survey for the fourth quarter of 1951. 


: Indications are that a major influence on this increase was 
the institutional market, Mr. Hyde noted. 


This increase in tea movement into consumer channels 
was registered despite a sharp drop in imports in 1951, as 
compared to 1950. 

The increase in tea movement into consumer channels 
per capita consumption, from 0.63 pounds a year to 0.64. 

“Immediately after the start cf the Korean War, tea im- 
ports reached unusual heights,” Mr. Hyde recalled. “As a 
result, wholesale tea stocks at the end of 1950 were at the 
peak level of 63,000,000 pounds. 

“When it became clear that there was little chance of the 
Korean conflict spreading over a wider area, the tea trade 
gradually reduced its stocks, with the result that by the end 
of 1951 stocks were down to 48,000,000 pounds.” 

Mr. Hyde pointed out that as a consequence, tea imports 
dropped sharply, from 114,000,000 pounds to 84,000,000 
pounds. 

“However, the movement of tea into the retail channels 
and the institutional market was quite free from these severe 
fluctuations caused by supply considerations,” he continued. 
“This movement—composed of the net tea imports (tech- 
nically, teas passed and examined) plus the reduction in 
wholesale stocks—reached a new peak during 1951 of 98.- 
000,000 pounds. 

‘Thus the tea movement into retail channels and the in- 
stitutional market was, in 1951, 2.3 per cent above the 1950 
level.” 


Mr. Hyde noted that this increase was somewhat larger 
than the increase of population. “The population of the 
United States (including Hawan and Alaska, which are sup- 
plied from the tea passed and examined) was 151,800,000 
at the midpoint of 1950 and 153,800,000 at the midpoint of 
1951. This indicates a small increase in consumption—as- 
suming only minor changes in retail stocks—from 0.63 
pounds to 0.64 pounds per year and head of population.” 

A summary in the survey report of the U. S. tea market 
in 1951 shows the following, in figures rounded to the near- 
est 1,000 pounds: 

During the calendar year 1951, U. S. tea imports amounted 
to 84,146,000 pounds. Of this amount we re-exported 679- 
000 pounds, leaving net tea imports at 83,467,000 pounds. 

Tea stocks (not counting retail stocks) at the end of the 
calendar year 1951 were 47,848,000 pounds, and at the 
beginning of the calendar year they were 62,647,000 pounds 
which means that in addition to the net imports, 14,799,- 
©90 pounds were made available by a reduction of stocks. 

If this stock reduction is added to the net imports, the 
sum of both represents what has been called the wholesale- 
to-retail movement, more exactly the amount of the tea 
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Tea movement into institutional, 


retail channels up 23% in 1951 


Tea Movements 


and Stocks 


moved to retailers, restaurants and institutions, or 98,266, 
000 pounds. This compares with 1950's 95,967,000 pounds. 

The year 1951 shows an increase over 1950 in the tea 
moved to retailers and institutions of 2.3 per cent, or 2,299,- 
000 pounds, 

During the fourth quarter of 1951, movement of tea to 
retailers and institutions showed a much greater increase, 
compared to the same period the year before, than was true 
for the year as a whole. 

During the 1951 quarter, imports amounted to 16,756,- 
000 pounds, Of this amount we re-exported 152,000 pounds. 
Leaving net tea imports at 16,604,000 pounds. 

Tea stocks (not counting retail stocks) at the end of the 
fourth 1951 quarter were 47,848,000 pounds, while at the 
beginning of the quarter they were 47,690,000 pounds. This 
means that 158,000 pounds were absorbed by an increase in 
stocks. 

If this stock increase is subtracted from the net imports, 
the difference, the wholesale-to-retail movement is 16,446.- 
000 pounds. This compares with the figure for the fourth 
quarter of 1950 of 11,493,000 pounds. 

The fourth quarter of 1951 shows an increase in the tea 
moved to retailers and institutions of 43 per cent, or 4,953, 
000 pounds. 

Tea stocks in the hands of importers on December 31st, 
1951, amounted to 6.469.000 pounds, according to the sur 
vey. This was 19 per cent less than on September 30th. 
Packers held 29,988,000 pounds at the year end, 11 per 
cent more than on September 30th. Jobbers and wholesale 
grocery companies had 3,443,000 pounds at the end of the 
fourth quarter, 17 per cent less than at the end of the third 
quarter. Chain grocery companies accounted for 7,948,000 
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Eastern Tea Corp. to do private label 
tea packing; Eric Eben is manager 

The Eastern Tea Corp., Staten Island, N. Y., has been 
established to do private label packing of tea and tea bags. 

Manager of the firm ts Eric Eben, formerly president of 
the Normandy Coffee & Tea Corp., which was also located 
on Staten Island 

The specialty of the new firm is artistically designed private 
abel cartons and tags, it was indicated by Mr. Eben. This 
service will be furnished cven to smaller buyers, giving them 
the advantage of distributing their own brand on a competi- 


tive basis. 

Mr. Eben said the new tangle-proof style tea bag is used by 
the firm, and that all cartons are lined and cellophane wrap- 
ped 

A separate tea purchasing and importing department has 
cen set up, Mr. Eben added, “to provide excellent buys in 


teas even for the smaller purchaser.’ 
The company can also supply all-sewed, reinforced one and 
two ounce iced tea bags, he stated. 


On time and tea 
(Continued from page 47) 
osition in the beverage race on the Stamp Act of 1765. 
The fact 1890's the American public 
staried to switch from a light tea-with-supper to a heavy 
cotfce-with-dinner ty a more recent and probably more im- 
a theory that 
iy supported by statistics which show that in the ten years 
1897 to 1907 tea consumption dropped from 1.56 


that in the late 


portant reason for the decline in tea drinking 


from 


sounds per capita to .96 pounds per Capita. 
One 
905 could have done to arrest that downward trend if they 


is inclined to wonder what the tea merchants of the 


had had survevs to tell them what was going on and modern 
advertising and merchandising media to adapt their product 


to the public's changing mealtime habits. Although there 
is admittedly no point in crying over spilled tea, there may 
be some value in considering this lesson of the past as a 
guide to the future. 

Some other points worth considering are the reasons why 
tea has had such a difficult time establishing itself as a 
favorite eating out or restaurant beverage—despite the fact 
that it is one of the most economical and profitable drinks 
the restaurateur can serve. 


Time, again 

Here again it would seem that the element of “time” 
enters the picture, but as an adversary rather than an ally. 
Although tea is a much quicker beverage to brew than coffee, 
for example, it must be brewed and served while the cus 
tomer waits for it. 

It may seem unreasonable to regard the little extra time 
and effort required to put a teaball in a cup as reason why 
tea service is relatively unpopular in restaurants, but it seems 
to be a fact. The American mania for speedy service that 
will save split seconds is far frem reasonable and is probably 
an aid to ulcers. However, it is something that must be taken 
into consideration when considering the problem of in- 
creasing the popularity of good hot tea in the eating-out in- 
dustry, 

The introduction of the tea bag and tea ball undoubtedly 
did much to break down the resistance to tea service in the 
quick-service type restaurants which the majority of Ameri- 
cans patronize, both on the part of the cook and the cus- 
tomer. However, there remain a number of tea brewing 
problems that require practical solution before hot tea can 
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Dec. YEAR Jan. Feb. Mar. April May 
Black 1950 1950 1951 1951 1951 1951 1951 
Ceylon 2,104 44,266 1,878 2,125 2,991 2,900 2,597 
India 3,228 41,678 3,719 2,894 4,000 4,460 5,888 
Formosa 450 4,556 136 236 253 366 197 
Java 397 8206 595 583 844 774 549 
Africa 873 6933 886 450 714 747 715 
Sumatra 10 952 55 200 196 29 26 
Congou 31 93 12 6 3 13 2 
Misc 149 1,127 31 52 21 69 27 
Green 
Japan 66 4,523 16 27 68 
Ping Suey 4 106 83 a : 
Misc. 55 442 15 1 17 10 32 


Oolong 

Formosa 4 534 7 44 41 25 26 
Canton 13 163 11 y 18 2 6 
Sentd Cntn ? 180 11 10 36 21 6 
Misc. 15 11 


Mixed 
TOTALS 


Hutchinson 


Tea Movement into the United 
(Figures in 1,000 pounds) 


Figures cover teas examined and passed, do not include rejections. Based on reports from U. S. Tea Examiner C. F 


States 


June July Aug. Sept. Oct. Nov. Dec. YEAR 
1951 1951 1951 1951 1951 1951 1951 1951 1952 


2,309 2,787 3,432 1,924 2,209 1,784 2,457 +400 
2,233 909 a30 2173 1.422 3,090 5.072 
284 260 187 208 193 $05 
552 605 SOS 578 S13 
684 652 462 191 15 107 
75 65 161 45 ae 124 
205 42 55 20 2a 12 4 5 
195 720 is4 52 144 2.906 47 

1 105 — 


21 1 AS 23 
5 1 10+ 10 
1 3 2 2 a7 
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be served in restaurants as quickly and as appetizingly as 
coffee, 1 

A major, overall problem has been the education of restau- 
rant personnel to the fact that good hot tea requires “'bub- 
bling, boiling water” and “wet service.’ A great deal of 
excellent training material has been produced to emphasize 
those two “musts” and it does seem that there has been a 
definite decline in the service of that hopeless failure—a pot 
of tepid water with cold cup and saucer and dry teaball. 

During recent years, the Tea Bureau and the Tea Asso- 
ciation of the U.S.A. have conducted laboratory experiments 
to discover better and quicker ways to prepare hot tea for 
restaurants than those currently employed. Special water 
heating units to provide a constant supply of pure, boiling 
water have been tested and used with some success. There 
is ample evidence now at hand that as better brewing is 
achieved there will be greater acceptance of hot tea both by 
restaurant operators and the public. 

Meanwhile, there is the sensational story of iced tea in the 
restaurant field for those who seek the encouragement of an 
example of positive action followed by gratifying results. 


The introduction of the two-ounce iced tea formula during 
the last few years is undoubtedly one of the biggest beverage 
success stories in recent years. It was also an outstanding 
example of the results that can be obtained when the tea 
industry gets together with the restaurant industry on a pro- 
gram based on solid scientific research. 

The popularity of iced tea made with the two-ounce 
formula offers proof positive that when the eating-out public 
is giving strong, flavorful tea, properly served and merchan- 
dised, it will respond in a most enthusiastic manner. More- 
over, all surveys indicate that the cost of the beverage to the 
consumer 1s an unimportant factor—which suggests that tea 
should always be sold as a “better” rather than a ‘cheaper’ 
drink, 

Returning to the theory that increased popularity of tea 
in the dining-out industry would be a powerful aid to the 
increased consumption of tea in the home, there is an in- 
teresting record of the successful methods used to introduce 
tea into India in the 1900's, which ts to the point. 

According to reports I have read on this introductory 
merchandising program, special emphasis was placed through- 
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out on the sale of properly brewed tea in public places 
restaurants, tea shops, bazaars, factories, railways, etc. Then, 
having successfully sold the Indians on good tea while dining 
out, they achieved quick acceptance of it in their homes 

It is also interesting to note that Bill Felton, the dis- 
tinguished December contributor to “Tea Leaves,’ is a 
present-day exponent of the beliet that the best way to sell 
tea is by tea sampling. In supporting this belicf he wrote: 

For a long time, | have been an exponent of sampling 
tea to the customer— placing the finished product, a properly 
made cup of tea, in the hands of the customer—to demon- 
strate physically the merits of the beverage. I firmly believe 
we will eventually come to this expedient 

Mr. Felton, I assume, was thinking more in terms of tea 
sampling in retail stores, etc., but it ts certainly true that the 
type of tea the public “samples in hotels and restaurants can 
be regarded as having an even more important influence 


on tea drinking in the home 
60,000,000 meals a day 


It is obvious that this eating-out industry, which serves 
over 60,000,000 meals a day to the American people (in- 
cluding some eight percent of all the tea consumed) 1s a 
merchandising factor that deserves the most serious sort of 
consideration. 

Unfortunately, it would seem that at the present time this 
tremendous potential influence for good 1s having an op- 
posite effect. Surveys indicate that people drink only hait 
as much tea when dining out as they do in the home —for 
the very frank reason that they regard restaurant tea as in 
ferior to the tea they brew themselves. Thus it appears that 
before restaurant tea can be used as a stimulant for home 
tea consumption, it must stop discouraging home con 
sumption, 

As already discussed, a through research, education and 
merchandising campaign iy now underway to improve the 
quality of restaurant tea. It will admittedly, take time and 
patience to reach and to educate the operators and service per- 
sonnel of the more than 500,000 eating-out places that can be 
found in the United States. However, the history of tea in 
the world-wide beverage race would indicate that it has the 
power to make a terrific comeback if given half a chance. 
And if we assume that the brewing and service of tea will 
continue to become casier and taster——with finer cup quality 

it may well be that a bigger and better “Time for Tea” 
in America’s hotels and restaurants is just around the corner 


Estimate of Brazil's crop 
(Continued from page 44) 
port states, for holding coffee on farms this year than in 
previous years, With record prices for their crop in the past 
two seasons, the producers are in the best financial condition 
in years to withhold their coffee. 

With the small 1951 harvest and declining prospects for 
a good 1952 harvest, the coffee industry in Brazil believes 
there are prospects for even higher prices. 

Apparently dispatchers are encountering difficulty 
moving coffee to ports for shipment. The Embassy report 
states that cotfee registered in November or December for 
dispatching to Santos for export could not leave port for at 
least enght months under present conditions, including 
systems of granting export licenses 

It cottee from the 1951 harvest were held and dispatched 
next July as from the 1952 crop, it might be exported as 
quickly as if it were dispatched from Santos now. 
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These down-to-earth questions and answers are from a 
production seminar at the 13th Annual Forum of the Pack 
aging Institute. Questions, posed by members of the In 
ititute, were answered by W. P. Schommer, of the Manu 
facturmg Department of General Mails, Inc. Af the seminar, 
about 35 packaging line questions, rangmg from maintenance 


to cost accounting, brought brass-tacks answers from Mb 
Schommer.—Ed 


Q—Do you recommend that operators of each packaging 
line make minor repairs? 

A—Definitely not 
without making minor adjustments or repairs--work 


Line operators have enough to do 


which should be done by the shift mechanics. Moreover, 
if responsibilities are spread too thin, there is too much 
opportunity for buck-passing, especially when production 
falls off 

Also, it would be difhcult to spgll out what should be 
considered a minor adjustment or a minor repair. Before 
long, operators would be attempting adjustments or repairs 
that they are not capable of doing. Consequently, heavy 
production losses would be encountered. 

Q—Do you have both preventive and corrective main- 
tenance programs? And how do you segregate them? 

A-—The biggest factor in our maintenance program is 
a partial overhaul of the line once a year. In addition, we 
make a complete overhaul, taking each line down, every 
three years Our maintenance program also comprises in- 
telligent oiling of equipment, adequate training of shift 
mechanics, periodically inspecting machines by the main- 
tenance supervisor, and closely cooperating with operating 
supe rVisors 

A daily log is kept by shift mechanics, who report minor 
repairs and service work, along with suggestions and 
recommendations. Each morning, the maintenance fore 
man reviews these reports and checks each machine's per 
formance with the operating supervisor to make sure that 
the lines are running satisfactorily. The toreman records 
his findings and uses this information in setting up a work 
schedule for mechanics on Saturdays when the lines are 
usually down. And, at this time, major repairs are made 

Q—Do you have a maintenance budget, and do you 
keep records of the cost of repairs? 

A—We do not have such a budget. However. we do 
have a plant maintenance budget which includes the pack 
aging mechanics. These mechanics spend all their time 
in the packaging department, and their time is charged 
against this operation 

Through study and experience, we have determined the 
number of mechanics required to maintain equipment 
Therefore, the total cost remains fairly constant. How 
ever, a record is kept of time spent on packing-floor jobs 
by company mill wrights, electricians, sheet-metal workers, 
and pipe fitters. 
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Packaging line Q & A’s 


Where general plant mechanics service packing-floor 
equipment, along with processing units, a maintenance 
budget should be set up to determine packaging ma- 
chinery costs vs. other equipment costs 

Parts for packaging equipment are not budgeted. These 
figures are determined by experience and stockroom con 
trol records. However, records are kept of major repairs, 
changes, and overhauls for each machine. Information 
includes work done and man-hours involved 

Q—What must I do to get the best efficiency out of my 
packaging line? 

A--First, maintain your equipment in A-1 condition by 
(1) Employing well-trained mechanics, (2) using a pre- 
ventive and corrective Maintenance program, (3) setting 
up a suitable lubricating schedule, and (4) overhauling the 
machines periodically. 

Second, use the proper type of adhesives to prevent 
carton and production losses ; 

Third, purchase the proper type of cartons. Issue speci 
fications to suppliers and make them adhere to them. Poor 
fabrication of cartons-—cuts, tears wraps, and poor scoring 
or prebreaks—-will greatly influence production 

Fourth, thoroughly train your operators 

Q—How do you get your packaging materials to the 
lines? 

A—At present, cartons, liner paper, and shipping cases 
are delivered to the packing floor on pallets. However, at 
our Chicago plant, we are rearranging our facilities. Plans 
are underway to store the cartons on the floor above the 
packaging lines for feeding them by a multiple-step el 
vator system-—one clevator to supply two packaging lines 
This new system will relieve much of the congestion on 


the packing floor. It will also be more economical and it 


will facilitate housekeeping 


Designed to meet the needs of coffee men wanting to package from 
cup size up to three-ounce bags, this new automatic unit can make, 
fill and seal packages at rates up to 180 a minute as a double filler 
70 a minute as a single filler. The machine, developed by the Bartelt 
Engineering Co., Rockford, Ill., can also turn out one or two ounce 
ea bags with retriever if a simple attachment is hooked on. 
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This huge, up-to-the-minute shipping container plant was recently 
opened at Teterboro, N. J., by the Robert Gair Co., Inc., manufac- 
turers of folding cartons, paperboard and shipping containers. Box 
shop personnel from Gair's Bogota division, four miles away, staff 
the new tactory, managed by F. C. Costello. 


Events 


1952 Packaging Exposition to be biggest yet 


The 21st National Packaging Exposition, to be held in At- 
lantic City from April Ist to 4th, 1952, will be the greatest 
presentation in the two-decade history of the event, it 1s an- 
nounced by the American Management Association, sponsor 
of the exposition and the Conterence on Packaging, Packing, 
and Shipping held concurrently wath it. 

Six weeks after issuance of the official floor plans, the 
Association stated, the exhibit area reserved by 271. ex- 


hibitors exceeded by 20 per cent the final total area of the 
1951 exposition, which in turn had been the largest held 
until then. 

The exposition will, for the first time in its history, occupy 
both levels of the huge Atlantic City Auditorium. 


Reed to arrange program for Packaging Institute 


R. Chester Reed, of the Texas Co., New York City, has 
been appointed chairman of the program committee for 
the 14th annual forum of the Packaging Institute, accord- 
ing to an announcement by Robert de S. Couch, of the 
General Foods Corp., president of the Institute 

The 14th annual forum will be held at the Hotel Com- 
modore, New York City, October 20th-22nd, 1952. 


People, Firms 


Or. Clark heads research for Can Manufacturers 


Dr. Berton S. Clark, scientific director of American Can 
Co.'s research and technical department, has been appointed 
chairman of the Can Manufacturers Institute research com- 
mittee for 1952. 

This committee 1s responsible for research on technical 
problems of industry-wide importance. Development of con- 
structive methods of tin conservation for national defense 1s 
its Most important current project. 


Folger leading importer of Guatemalans 


J. A. Folger & Co., was the largest individual purchaser 
ot Guatemalan coffee in 1951, according to the Oficina 
Central del Cafe. 


“Our Research Laboratory Is At Your Service” 
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Not one of the major spices in this country, saffron is 
nevertheless a useful one that the spice trade and many con- 
sumers in this country consider a valuable adjunct. It is en- 
tirely possible that with a fresh approach to its possibilities, 
many more consumers would be found. 

At present. saffron—known for its yellow color 
mainly in baking coffee breads and cakes. It is also used, 
of course, for saffron rice, and it can be helpful in other 
dishes, too, such as stewed chicken. 

Crocus sativus is the source of true saffron, called on since 
earliest recorded times as a culinary product, as a beautiful 
yellow- orange dye, as a delicate perfume and cosmetic in- 
gredicnt and as a medicinal plant. Saffron was the principal 
yellow dyestuff of Greeks and Romans. In old Ireland the 
kings mantle was dyed with it. 

In the Middle Ages saffron was the most highly esteemed 
of spices, but today its general use in food is confined 
mostly to Iran and Spain. As W. F. Leggett points out, it 
was one of the chief trade commodities of the Middle Ages, 
for medieval cooks and physicians, as well as dyers, used the 
fine powder of dried crocus. 

Saffron gained much of its honorable reputation from tts 
similarity to gold. It was grown in most European countries, 
particularly in South East Europe. Names such as Saffron 
Hill, near London, or Saffron Walden, in Essex, remind us 
of its long-standing cultivation. 

Preparing a meal in early days was no light matter. The 
housewife could not call up grocer and baker and butcher 
for the ingredients of her dinner. She had to prepare the 
materials long before. Many herbs were considered necessary 
in the garden of the housewife. Almost any gaily colored 
flowers were added to salads, such as rosebuds, violets and 
cowslips. In Thomas Tusser’s list of “Seeds and Herbs for 
the Kitchen” (1573), there were saffron, marigold, primrose 
and violets of all sorts. 

In ‘The Form of Cury,” a coliection of recipes used and 
compiled by the master cooks of Richard II, and in other 
fourteenth century cookbooks, satfron was used in more than 
one-half of the recipes. It still plays part in English cookery, 
especially in the saffron buns so characteristic of Cornwall. 

Cultivation of saffron was revived in Italy in the four- 
teenth century and it was soon grown in Germany and 
Switzerland as well. Kamm states that the coloring was used 
for more purposes than almost any other hetb, being a flavor- 
ing for salads and sauces, a coloring for soups and meat 


is used 


stews, a medicinal of high rank, a favorite perfume and a 
golden-yellow dye reflecting the height of luxury. 

Saffron continued to be expensive because of the small 
amount of product obtained from a field of bloom. Saffron 
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Section of Coffee and Tea Industries, formerly The Spice Mill 


The saffron story 


By DR. WALDEMAR SCHWEISHEIMER 


consists of the heavy mass of orange-red stigmas, the minute 
anthers of the crocus flower. Some 100,000 plants are needed 
to produce a single kilogram of the dried powder. 

Pure saffron contains not more than 10 per cent of yellow 
styles and other foreign matter, not more than 14 per cent of 
volatile matter when dried at 100°C and not more than 7.5 
per cent of total ash. 

Mexican saffron is not the true saffron; it is botanically 
classified as Carthamus tinctorius of the family compositae and 
is an annual herb grown in the temperate regions of the cen- 
tral Mexican tableland. 

True saffron is cultivated in Austria, Spain, France, Greece, 
England and the Orient. It ts cultivated in America for 
ornament. 

Saffron was and is popular because of the rich golden 
color it gives to foods, from soups to puddings. English- 
grown saffron gave a better color than that grown in the 
Near-East. Kamm quotes a strange fourteenth century recipe 
for puddings: ‘Take hens and pork, and boil them together. 
Hew the flesh small, and grind it all to a dust. Take grated 
bread and mix it with the broth and add to it the yolks of 
eggs. Boil it and put therein powdered ginger, saffron, sugar, 
and salt, and look that it be stiff.” 

Thirty housewives substituted petals of marigold for saf- 
fron when only color was needed, as in junkets, butter or 


Books in ows ew 


The Chemical Analysis of Foods and Food Products, by 
B. Morris B. Jacobs. 902 Pages. $9.00. D. Van Nostrand 
Co., Inc., New York City. 


A useful reference volume for the coffee, tea, spice and 
flavor technician is this second edition of Dr. Jacob’s book. 
The fundamental matter in the first edition has been re- 
tained, but each chapter has been expanded and several 
new ones added. One chapter, on alcoholic beverages, has 
been dropped because it 1s treated more fully in another 
book on which the author collaborated. 

This volume covers general methods of chemical analysts 
of foods, as well as physical chemical methods, and dis- 
cusses analysis of coloring matter in foods, metals, chemi 
cal preservatives, etc. 

Included is a sizeable chapter on analysis of spices, 
flavors and condiments, as well as coffee, tea and cacao 
products. 
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Exciting flavo 


rs 


are the foundation 


for exciting sales 


COSMO Flavor Line 


All-purpose flavors, extremely powerful . . . For high 
quality flavoring at very low cost. 


DOLCO® 5200 Flavor Line 


D&O improves on nature with these highly concentrated, 
top-notch imitations of natural fruit flavors available 
in 20 popular flavors. All color derived from the natural fruit. 


DOSIX® Flavors 


True fruit flavors, reinforced with other natural flavors. 


Particularly useful for fountain 


syrups, 


pectin jellies, cream centers, icings and ice cream. 


DOLCOTT® Hard Candy Flavors 
Natural extractives fortified with synthetic aromatics, 
especially useful where very high temperatures are employed. 


MICROMUL Flavors 


Especially designed for flavor manufacturers of all types of 
household and bottlers’ flavors and concentrates. 


AP-RO-PO Flavors 


For the hard candy manufacturer who requires realistic 


flavors at low cost 


Excellent selection in all Flavor Lines 


Ask for Bulletins or new Flavor Catalog 


ESSENTIAL OWLS AROMATIC CHEMICALS 


DODGE & OLCOTT. INC. 


180 Varick Street « New York 14, N.Y. 
Sales Offices in Principal Cities 
PERFUME BASES - 


FLAVOR BASES + VANILLA 


cheese, without the pungent flavor of saffron. 

From ancient times saffron was an outstanding medicinal 
herb, used as a sedative for nervous afflictions, for palpitations 
of the heart and for fainting spells. Folk medicine always 
employed saffron for jaundice. This may seem a strange kind 
of treatment, but folk medicine has some innate characteris- 
tic traits which are related to homeopathy and its fundamental 
opinion: similibus, disease such as jaundice, 
which changes the color of the skin and mucous membranes 
from white to yellow, is supposed to be cured by a ycllow 
herb or plant 

In medicine saffron has been used as Tenetara Crees, an 
alcoholic solution, and as an ingredient of Tivetmia Opi cre 
cata. Greek and Arabian physicians were consinced that 
larger doses of saffron produced intoxication and narcosis 
Hippocrates listed saffron among his 400 medical agents 
for sore eyes and skin affections. Saffron is cited in folk 
medicine as an obortivum, though actually this effect 1s 
rather uncertain, 

Good for spirit, too 


In former times saffron was much lauded because of tts 
effects on one’s spirits. Francis Bacon said, “It maketh the 
English sprightly.” Another English writer, Christopher 
Catlan, declared,’ The virtue thereof pierceth to the heart, 
provoking laughter and merriment Thomas Hyll explain- 
ed, ‘Taken in meat it causeth a long and easie breathing, and 
helpeth the Asthma.” William Coles said, “There 1s not a 
better Cordial amongst herbes than Saffron is, for it doth 
much comfort the Heart, and recreateth the Spirits and makes 
them cheerful that use it.” 

To Culpeper, the British herbalist, whose “English Phy 
sician’” was published in 1653, saffron was “an herb of the 
Sun, and under the Lion, and therefore you need not demand 
a reason why it strengthens the heart so exceedingly. Let 
not above ten grains be given at a time, for if the Sun, which 
is the fountain of life, may dazzle the eves and make them 
blind, a cordial being taken in an immoderate cuantity may 
hurt the heart instead of helping it. It quickeneth the brain, 
helps consumption of the lungs, helps difficulty of breathing. 
It is an excellent thing in epidemical diseases, as pestilence, 
small-pox and measles: it is an expulsive medicine, and a 
notable remedy for the yellow jaundice.” 

In a letter sent to the Royal Society from Delft in 1714, 
Leeuwenhock, one of the most capable of the early micros 
copists, mentioned his use of a little saffron in burned wine 
to stain muscle fibres for his anatomic studies. Leeuwen- 
heek’s use of saffron was in a measure anticipated by Ray- 
mond Viecussens, professor of anatomy at Montpellier, who 
in his Neurographia, 1685, mentioned the staining of arter- 
ics with saffron. 

Safflower, Carthamus tinctorius, provides a yellow dyestuff 
similar to saffron’s, but of a rather transitory nature.  Saf- 
flower was a common dye in past centuries. Homer knew it 
as differentiated from true saffron, and Dioscorides, a Greek 
physician who accompanied Nero's Roman armies on their 
campaigns, said the seeds were purgative. Avicenna, neted 
Arabian physician and greatest name in medicine from 1100 
to 1500, also used the sced of safflower for hts treatments. 

In America, safflower is often substituted for true satfron 


Germans still paying for the war 

During World War II, few substances were as ex- 
tensively imitated and adulterated as cinnamon. Now 
German authorities are reporting the newest adulterant 
of the popular spice—ground horsechestnut shells 
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No flavor is more typically American the world over than 
that of peppermint. The plant from which we extract oi! of 
peppermint, was first introduced into this country on a com- 
mercial scale about one hundred and forty years ago. It 
was English mint then, but gum manufacturers using the 
mint flavor, have made the United States the largest pro- 
ducer of this farm crop. 

Peppermint planting stock was imported from Englan 1 
about 1812, and the first plantings were made in the vicinity 
ot Ashfield, Massachusetts. About 1816, some growers from 
the Ashfield area moved to New York and established a mint 
industry there. Wayne County, New York, soon became 
the leading oil-producing center in the country, but sericus 
competition ceme with the establishment of plantings 
Ohio and, about 1835, in St. Joseph County, Michigan. 

Muck lands of southern Michigan and northern Indiana 
proved so well adapted to mint culture that the center of the 
industry soon became located there. The principal pro- 
ducing areas in Michigan are in the vicinities of St. Johns, 
Kalamazoo, Decatur and Imlay City, and the main areas in 
Indiana are near South Bend. North Judson, Rensselaer, 
Bremen, Nappanee and Columbia City 


m 


Rapid expansion 


Another mint-producing area cntered the picture about 
1919 with the establishment of plantings in Oregon and 
Washington. The industry there has expanded rapidly, and 
today that section can be divided into four more or less 
distinct areas. These are the Kennewick district between 
Kennewick and Yakima, Washington, in the Yakima Valley; 
the lower Columbia River district extending along the river 
from Puget Island, Washington, through Columbia County, 
Oregon (including an area near Longview, Washington) : 
the Eugene district located along the McKenz‘e River just 
outside Eugene. Oregon’ and the Ealem district in’ the 
Williamette Valley near Jeffersen and Albany, Oregon 

During the past few years, successful plantings have been 
made in Wisconsin, from the extreme southern part around 
Delavan far Madisen. This 
appears to be the northern limit, because of late spring and 
summer frosts. 


to several areas as north as 


More acres of Indiana farm land were planted to this 
crop, but Oregon produced more oil. 

Peppermint’s story has always followed a pattern. Crops 
flourish, then yields decline and finally some areas go out of 
production. Massachusetts, New York, Ohio and California 
have passed through this sequence. Whether or not the 
present producing areas can continue 1s still to be seen. 

Explanations for crop failures have generally centered 
around plant pests such as the mint flea beetle, the anthracnose 
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Peppermint — American flavor 


By N. K. ELLIS, Department of Horticulture 
Purdue University 


Hoeing and weeding by hand, and other necessary hand labor, ac- 
count for a significant portion of the cost of growing mint. 


disease caused by Sphaceloma menthae, and the wild disease 
caused by Vertscillium albo-atrunm. Xt is this last plant pest 
that ts causing the most concern in the midwest at the present 
time, while a rust of mint caused by Paccimia menthae has 
become a menace on the west coast. 

The origin of commercially-grown mints is obscure, but 
most botanists agree that they are probably the result of 
natural hybridizations that occurred many years ago. There 
1s considerable circumstantial evidence to support this theory, 
although no one has yet produced peppermint by controlled 
crosses involving the species reputed to be the parents. 

Peppermint (Mentha piperita L.), according to Mills- 
paugh, ts a native of the Mediterranean countries, and, be- 
cause it rarely sets seed, some workers have concluded that it 
is a hybrid. They postulate that the parents were M. spicata 
L. and M. aguatwa L.  Schurhoff, however, believed that 
M. spicata itself was a hybrid from a cross between M. 
sylvestris L. and M. rotundtfolia L.. thereby suggesting that 
M. piperita is in reality a threeway cross involving M. aqua- 
ca, M. sylvestrts and M. rotundifolia. Nelson has recently 
designated the mint growth commercially as Mentha prperita 
L. var. Mitcham, because the first mint is supposed to have 
heen imported from Mitcham, England. 


Oil of Japanese mint 


Oil of Japanese mint (M. arvensis var. piperascens Malin 
raud) produces an oil that is often called “peppermint” but 
differs greatly from it, having a bitter, disagreeable tast« 
that can not be removed completely by any known means 
Japanese mint oil is very high in menthol, and this constituent 
can be removed by freezing. This dementholized oil contains 
from 40 to 50 per cent menthol and is sold in Europe for 
flavoring purposes. 

Our Federal Food and Drug Act requires that all pro 
ducts flavored with Japanese mint oil and offered for sale 
in the United States be labelled “flavored with corn mint, 
or ‘flavored with field mint.” 


The term "peppermint 
not be used for such products. 
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Expect big turn-out 
ac ASTA’s 1952 
convention at Shawnee 


Enthusiasm and keen interest throughout the industry in- 
dicate a big attendance at the 44th annual meeting and con- 
vention of the American Spice Trade Association, to be held 
at the Shawnee Inn, Shawnee-on-Delaware, Pennsylvania, May 
18th-22nd. 

The Shawnee Inn and the country club have been en- 
larged, and outside accommodations are far superior to those 
available in 1950, convention chairman L. J, M. Wezenaar 
reported recently. 

Several non-resident members from England, the Nether- 
lands and India attended last year's convention. Invitations 
were extended to all foreign members for this year's gather- 
ing. Plans for brass-tacks business sessions are being whip- 


FLORASYNTH 


PICEAROMES 


DILL PICKLE CATSUP CUMIN 
DILL PICKLE “K”’ BLACK PEPPER GARLIC 
SWEET PICKLE CLOVE RED PEPPER 


Highly concentrated water miscible flavors 
ready for use “as is”. All of the flavor in the 
SPICEAROME is immediately available in 
the food product being flavored. a‘. 
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VANILLA BEANS 
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of supply 
THURSTON & BRAIDICH 


286 Spring St New York, N. Y. 


COFFEE 


ped into shape by the convention committee, which 1s also 
setting up a rounded social and recreation program. 

Assisting Mr. Wezenaar on the convention committee are 
John J. Frank, chairman of soft ball and general sports; A. P. 
Voaden, golf chairman; Mrs. John A. Sherman, in charge of 
the ladies program; and Mrs. Jacobus F. Frank, on the food 
committee, 

Also aiding in the convention preparations are William 
Keogler, E. H. Sennhauser, Thomas F. Burns, Jr., and John 
P Fochtman. 


Chaney named to head Ben-Hur spice department 


Walter Emmerling, president of Ben-Hur Products, Inc., 
Los Angeles, has announced the appointment of Robert R. 
Chaney as manager of the spice department of the company. 

Mr. Chaney, a veteran employee of 27 years with Ben- 
Hur, has served the company in various capacities, including 
plant production, purchasing, spices and sales, and is well 
qualified to handle his new responsibilities. 


ASTA backs fellowship to set up standards 


A fellowship to study uniform methods of testing spices 
in order to establish uniform specifications has been placed 
at the Mellon Institute of the University of Pittsburgh by the 
research committee of the American Spice Trade Association. 

The study should take about three years, it was indicated. 
It is hoped that by then standard specifications suitable to the 
Food and Drug Administration and to buyers, especially bulk 
users, will be formulated and published as a guide. 


Mustard seed output down in Italy 

Italy's Ministry of Agriculture states that mustard-sced pro- 
duction in 1951 totaled 1,060 tons. In 1950 production 
amounted to almost 1,900 metric tons, according to the Cen- 
tral Institute of Statistics. 


Cuba's ginger-root production sags 

Cuban ginger-root production in 1951 is estimated at about 
215,000 pounds (fresh farm weight). This is about one- 
fifth less than production in 1950 and about the same as 
the annual average output in the years 1940-44. 

The increase in October, 1951, of United States import 
duties on Cuban ginger root from 8 per cent ad valorem to 
IS per cent has disuaded local promoters from further pur- 
suing revival of the Cuban ginger-root industry, it is re- 


ported. 


Los Angeles firms get sanitation awards 

Ben Hur Products, Inc., the McClintock-Stern Co., Inc., 
and Spices, Inc., all of Los Angeles, have received annual 
honor roll awards for consistent achievement in maintain- 
ing a high standard of excellence in food plant sanitation 
during 1951 

These plants, and 30 others receiving the awards, were 
thoroughly inspected at least once a week, in most cases 
more often, and were found to be consistently manufactur- 
ing, packing and storing food products under rigid sani- 
tary requirements set by Food and Drug Service, Inc., 
which bestowed the awards. 

Food and Drug Service, Inc., is an independent, privately 
operated company composed of an experienced staff of 
former U. S. Food & Drug Administration inspectors and 


analysts. 
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Vanilla Bean Association 
elects Joseph Maxwell 
president for coming year 


Joseph Maxwell, of the Camax Co., Philadelphia, was 
elected president of the Vanilla Bean Association of America, 
Inc., at the organization's recent annual meeting. 

Other officers elected included Charles Homan, Dodge & 
Olcott, Inc., vice president; J. Manheimer, of J. Manheimer, 
treasurer. 

New directors elected were Edward S. Buckley, Thurston 
& Braidich; H. Solomon, of F. Huber & Co., and W. H. 
Triest of the Zink & Triest Co. 


Cut Comoro Islands vanilla export levy 


The export duty on vanilla in the Comoro Islands has been 
reduced from 21 per cent to 12 per cent ad valorem. 

The Comoro Islands are a group of four islands adminis- 
tered by Madagascar. Except for a few specific items, such 
as vanilla, customs duties are identical in both areas. 

The current export duty on vanilla in Madagascar proper 
is 8 per cent ad valorem. 


May grow "mushrooms" for flavoring uses 


“Mushrooms” for flavoring uses may become a food 
product of the South. The “mushrooms” would be root- 
like mycelia grown in waste materials from fruit canning 
factories. If properly taken care of, mycelia grow up to 
the familiar full size mushroom, but they have the mush- 
room flavor even in the early- root-like stage, says Scsence 
New Letter. 

In laboratory liquid farms, mycelia have already been 
grown successfully on by-products of the citrus industry by 
men from the University of Florida. Successful commer- 
cial production by this method would mean a cheaper 
source of “mushrooms” for mushroom soup, since mycelia 
can be cultivated more quickly 


Sag in Lampong black pepper production 


Black-pepper production in the Lampong area of South 
Sumatra, Indonesia, declined in 1951 because of unseason- 
ably late rains during May and June, coupled with an early 
onset of the fall monsoon. 

Government sources report that no more than 3,000 
tons were probably harvested by the end of 1951, and the 
estimated 1,500 tons additional will not be ready for pick- 
ing before January or February, 1952. 

The 1951 crop of white pepper is estimated at 300 


tons. 
Production of white pepper in Indonesia in 1952 1s 
estimated at 350 tons and in 1953 at 450 tons 


Colloids from seaplants used in flavors 

The Seaplant Chemical Corp., New Bedford, Mass., a 
newly formed corporation which absorbed the former 
Seaplant Products Division of the Krim-Ko Corp., has 


MARCH, 1952 


announced the availability of its new line of products, 
called SeaKem “Colloids Out of the Sea.” 
Described as “refined hydrocolloids obtained from sea- 


plants, prepared and standardized for specific func- 
tions by selection of raw stock, controlled refining pro- 
cedures and final blending in accordance with laboratory 
tests and end-use requirements,’ SeaKem “Colloids Out 
of the Sea” are available in a variety of types suitable 
for a wide range of gelling, binding, bodying, thickening, 
suspending, stabilizing, modifying and precipitating pur- 
poses. 

The increased viscosity exhibited by nearly all solutions 
of ScaKem is proving extremely useful for the mild de- 
velopment of body, such as ts desirable in syrups and 
fountain drinks. The stabilizing action of SeaKem solu- 
tions on emulsions, suspensions and forms ts being utilized 
in such varied products as flavoring emulsions, sauces and 


dressings 
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...Produced mainly from 
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Calls coffee Guatematla’s 
first line of defense 


at’ National Coffee Davy fete 


Guatemala’s under secretary of agriculture, Julio Morales 
fh a program sponsored by the Oficina Central del Cafe 
Uled coffee “Guatcmala’s first line of defense”, in a speech 
made betor il hundred growers and exporters cele 
rating National Cotfee Day” tn Guatemala City 

The government pointed out that green cottee ts 
| primary basis of Guatemala’s cconomy, representing in 
1951 almost 9O per cent of the total value of the country’s 
export 

The Oftorna Central del Cafe awarded 29) prizes to 
‘rowers and rousters tor quality and processing of coffee 

The first: national nd prize tor both processing and 


iility of Cottec represented 


by a gold medal and a diploma, 
of San Martin Sacatepequez, 
Castillo Second 


An 


vas won by the tinca “(Gerona 


Quezaltenango, owned by J. Antonio 


national prize was awarded to the finca “Retana’, of 
Sacatepequez owned by Pedro G. Cotino 

Other prize winners by groups were as follows: — First 
group, representing coffee grown at 1,000 to 2,000) feet 
altitude: For Beneticio (precessing): first prize, finca “La 


ot El Asintal, Retalhueleu, Manuel Ralda Ochoa, 
owner prize Las Flores C. ¢ 

Quezaltenango, Bartolome Lopez, owner; third prize, finca 
Santa Lucia Cotz, Esquintla, Teofilo Glinz, 


Palmera 


second finca Brisas’. 


San Isidro 
owncer 

For quality of coffee grown at the 1,000 to 2,000. foot 
the following prizes were distributed: first’ prize, 
Santa Lucia Cotz, Esquintla, Teotilo 
La Victoria 


altitude, 
San 
Glinz, owner, second prize, finca 
Suchitepequez, Cabrera Hermonos, owner ; third prize, finca 
Nueva A., Quezaltenango, Corneho 
Morales, owner 

In the second group of awards for quality and bencticio of 
coffee grown at 2,000 to 3,000 teet altitude, the following 
were winners: For Beneticio; Xicacao 
Carcha Alta Verapaz, owned by the Fincas Nacionales ; second 
Nueva Holanda’, San Ratacl Pie de la Cuesta, 


Isidro 
, Cuyotenango 


Linda’, Genova ¢ 


first’ prize finca 


prize, 
San) Marcos, Alburez Ovalle, owner, third) prize, finca 
Germania’, San Felipe, Retalhuleu, Victor M. Zea Magana, 


owhet 


For quality at the 4,000 to 6,000 foot altitude: — first 
EI] Antigua, Sacatepequez, Victoria D 
v. de Cofino, owner: prize, ‘La Colina 
Acetenango, Chimaltenanga, Mateo Mejia Monzon, owner: 
and the third prize winner in this group was the finca “Dos 
Martas La Reforma, San Marcos, Asturias Hermanos, 
owners 

Awards were also distributed for quality of roasted coffee, 
with the first prize going to Clemencia de Leon for his Leon 
Oscar Bauer, for his 


prize, finca 


second finca 


second 
and third prize and honorable mention 


Extra brand cotfec 
El Quetzal brand ; 
to Jorge Vasquez Larrazabal, tor Campeon brand coffee 


are located in Guatemala City 


prize to 


All three winners 
All prizes were in the form of a gold medal and a certih 
for second 


silver medal and certificate 


of honorable mention for third prize 


cate for Ist prize 


prize; and certificate 


King Coffee's one-level plant 
(Continued from pare 24) 
in its area, The firm purchases its own tea, which ts de 
livered to the Midwest Tea Packing Co. for packaging 

In addition to cotfee and tea, King Coffee also carries 
a number of other items packed for them under their own 
labels in containers designed specifically tor the restaurant 
trade. 

Founded in Detroit in 1879, the company 1s now headed by 
the third generation of the same family 

In 1947, a.ter John E. King, Jr., returned from overseas, 
the company was incorporated, The othcers elected) then 
still hold their posts--Mr. King as president, Walter E 
Davis as vice president in charge of production, and Charles 
S Litt as vice president in charge of sales. Since then Jack 
Frey was named secretary-treasurer. 

King Coffce 1s one of 
regional distributors of 
more than 1,700 accounts, large and small, for its cotfec 
In quality, those accounts include 
Motors, 


more important 


the country's 


In number, the firm. lists 


and restaurant products 
such blue chip organizations as Ford, 
Chrysler, S. S. Kresge, Michigan Bell Telephone, Detroit 
Edison, Dow Chemical and others 

Mr. King puts it this way We are not trying to sell 
just a pound of coffee to our customers. We are trying to 
give them a finished product combined with a complete- 
It these 


General 


service package that 1s unexcelled in the industry 
facilities and with such top tools, this can be accomplished 


Pierre EL Dammann 


President 


DAMMANN & SMELTZER 


Incorporated 


VANILLA 


71 Murray Street, 
New York City 


A Finer Vanillin 
of Exquisite Aroma 


ZIMCO® LIGNIN VANILLIN, U.S.P. 
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1450 BROADWAY, NEW YORK 18, 
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Solubles 
Continued from page 1) 

Results obtained ‘n studies of soluble coffee by the Quarter- 
master Food and Contiiner Institute in Chicago are particu 
larly notable since that organization evaluates, with complete 
impartiality as to brands and using accurate laboratory me 
thods, many different types of food products. Their results 
from specially trained coffee panels, from laboratory con- 
sumer pre ference tests involving both men and women rep- 
resentative of various population groups, and from field tests 
involving service personnel, have all pointed to one general 
conclusion: THE PALATABILITY OF MOST OF THE 
SOLUBLE COFFEES ON THE MARKET AT THE PRES- 
ENT TIME IS APPROXIMATELY EQUAL TO THAT 
OF THE AVERAGE BREWED COFFEF AND IS SUCH 
AS TO INSURE SATISFACTORY CONSUMER AC 
CEPTANCE. 

Other types of tests run from time to time in scattered 
areas confirm such findings. There are, of course, differences 
The 


is good, and the majority of 


in solubles as there are differences in regular coffees 
vast majority of “regulars” 
solubles is good. These tests have shown that good solubles 
will have as ready an acceptance as the good regular coffec 


Solubles users 


Although the majority of consumers do not regularly use 
soluble coffee. most of them drink it and like it whenever it 
is offered and eventually a good many buy it, even though 
it be to supplement their regular coffee purchases. 

Experience has shown that identical judgments on any 
given cup of coffee are rare. Is it reasonable, therefore, to 
expect expert appraisal from those who do not have the ad- 
vantages of a coffee trade taste-trained tongue? The aim ts 
to produce a soluble whose acceptability rating ts constantly 
in kcepmng with the claims made for it 

Yeung new houscholders find that apart from being con- 
venicnt, faster, more economical and permitting less use of 
the waste pail, the beverage they prepare with soluble cotfec 
is, in most cases, better than the coffee “mom used to make’ 
These young, hurried people, anxious to get to their jobs 
less likely to return to the chore of 
preparing coffee “the old fashioned way’ 


or their TV sets, are 
They are going 
More often 
than not, mom decides to follow the example of the young 


to be consumers for a long time from here on in 


ones 


Sales volume 


For the practical, forward-looking coffee man, claims and 
counter-claims as to the virtues of either regular or soluble 
coffees all fade somewhat against the background of sales 
volumes. Salesmen bring the news back to H.Q., that sales 
of another fiim’s soluble is cutting in on sales of his own 
company’s regular coffee, and he becomes anxious to meet 
the threatened loss of volume with a soluble under his com- 
pany’s well-established trade name. 

Market surveys on coffee made by the advertising depart- 
ments of newspapers in various parts of the country are of 
additional importance. 
steady increase in the use of solubles 
figured, soluble coffee presently accounts for 17 per cent of 
the national coffee volume. Some urban centers show as 
high as 35 to 40 per cent of the total volume for the given 
area, and though a good margin of error in the “facts” gath- 
ering may be discounted, there 1s still a healthy slice of the 


These surveys indicate a general, 


As closely as may be 


MARCH 


1952 


coffee business indicated. The number cf famihes buying 
soluble has also increased 

Conclusion: More people are buying solubles because 
they like solubles. 

This has resulted in a constant, growing interest in solubles 
by nearly all coffee roasters, many of whom will sooner or 
later find ways and means to enter their well known brands 
cottee beside their 


in the soluble race and will set an “instant 


regular coffec 
Case history 
Continued trom page 23) 


kets 


astic news stories on Cup Brow Coffee Bags 


Womens page editors and food editors wrote enthus: 


In their regular bulletin to grocers throughout the state 
of Washington, Wason Brothers Company said, “Remember, 
Mello-Cup Bags are not a soluble cotfee—are not an instant 
or evaporated coffee—they are nothing but pure, ground 
coffee fresh from the roaster, with all the volatile oils, aroma 
and flavor still in the coffee.” Suggesting the way to get 
maximum sales, the bulletin also advised, “May we urge you 
to display them with your regular coffee not with the solu- 
bles, since Mello-Cup Cup Brew Coffee Bags are real coffee 
not a substitute. 

Results of the opening campaign have promoted Wason 
officials to order additional machinery to keep up with the 
demand for Mello-Cup Coffee Bags 

Mr. Rotman declared. “We are certain that when people 
have tried Mello-Cup Cup Brew Cotfee Bags they will use 
them as a regular coffee-making method —for breakfast, lunch, 
dinner and between meals, too.’ He anticipates a large ele- 
other 
brands, but from regular customers who, because it ts now 
easy to make, will drink coffee when they formerly turned 


ment of “new” business—-not only customers from 


to soft drinks and other beverages 
Mr. Frew makes this comment It is maintained by the 


better minds in cotfee that within ten years 90 per cent of all 


coffees going into the home will be in a prepared or semi 
prepared state 


These individual coffee bags of pure, treshly 
roasted and aromatic coffee are the most cxciting of all these 
possibilities. 


Tea movements 
(Continued from page 33) 
pounds on December 31st, 7 per cent less than on September 
30th. 

These stock totals consist of bulk and packaged stocks of 
tea on hand, tea in transit in the United States, and tea for 
which delivery orders were on hand at the survey date. In 
the case of chain g:ocery companies, the total includes ware 
house and factory stocks, but not stocks in retail outlets 


Says Du Pont cellophane production will be cut 10°o 

The Du Pont Co. has informed its customers that its 
cellophane production probably will be curtailed by ap 
proximately 10 per cent as a result of government restric 
tions on the use of elemental sulfur 

In a letter to customers, J. E 
Du Pont's film department, called attention to NPA’s 
amended Order M-69, restricting any user of elemental 


Dean, director of sales of 


sulfur to 90 per cent of his use during the calendar year 
of 1950. 

While elemental sulfur is not used directly in the 
Mr 
gredients made from sulfur (carbon bisulfide and sulfuric 


manufacture of cellophane,” Dean said, ‘certain in- 


acid) are essential in the production of cellophane 


= 


Mr. Fairchild recalled that a well known 
exporter once replied to the question as 
ew or. ews to whether he was bullish by saying he 


was neither a bull nor a bear, but a 
realist 
‘Anyone therefore, by the same token 
heen 


who examines and believes the statistics 
orl M he sees in Brazil ind is not) bullish) ts 
F not a realist,” Mr. Fairchild commented 

“Tf vou beheve that) Santos exports 
from March to July will average 500,000 

he export-import bags a month—they averaged 570,000 last 
hat he conducted vear—then we will start the mew) crop, 
| New York 
( 


July, with little or no carryover except 
He saw service : the port stocks,” he explained. “Speaking 


World War HI of port 


ann has been with Stem, Hall many owners and would be dhitheult Le 
check, let alone offer, even if the DE 
were to allow them to be exported, which 


these are divided among 


firm's toremn 

on 
lanes 1 Kellner, of the James ‘1 
Kellner ¢ avents for leading coffes 


is definitely not the case 

“From this, it looks as the pinch 
luppers in Brazil, flew down to. that will come after the turn of the crop year 
. Dannemiller shows the plaque June-July, then again about) March ot 
next vear. The June-July pinch will be 
temporary, while the next March position 
should be serious—and all the way into 
the next crop 

“This is the belief of most of the im- 
portant coffee men in Brazil today, and 
not only are they sincere in their behiet, 
they are also backing their opinions in 
dollars and cents and cruzeiros 


untrs last month, via Pan American 
co Airways, to visit principals in Sac 
Santos, Kio and Parana) He was tea field 
tmpamed on the trp, which to \ welcome visttor to this country, 
about six weeks, by Mrs. Kellner and to our office, earlier this month was 
Mahoney, manager of the Jacques Louis-Delamare, the Le Havre, 
oa department of J. Aron & Co, Ine., France, coffee man, widely known as one 
with Mrs. Mahoney on the Santa of the leading figures in the industry in 
recently for a 12-day Caribbean kurope 
Sout American cruise. to the He arnved with his wife on the Ameri 
Netherlands West Indies, Venezuela and ca and planned to spend about a week in “| have heard arguments that the new 
Colombia New York and a few days in New Or crop is better than expected and does not 
@ 8 When four district: sales managers leans before sailing for home later this indicate any shortage. That's lke saying 
t the Dannemiller Coffee Co, Brooklyn, month on the He de France that you are not broke as long as you 
NY. recently reached their 15th anni He said) France was looking for have a dollar 
ary with the company, they decided foreign money to buy coffee—not only “Consumption ino Brazil is increasing, 
Was one most appropriate way to dollars but also Belgian and British as it is increasing all over the world, and 
that event currencies with no DNC or very low grades, which 
\t a sales meeting of the company, Coffee rationing in) France is out of inthe past have contributed largely to the 
ice president Chester Chapman presented the question, he feels, unless things be- Srazilian consumption, they of necessity 
i oplaque on behalf of the sales depart come much worse than they are now must depend on better coffees in) com- 
ent to President AJ J) Dannemiller, who @ ®@ Kenneth Fairchild, of Fairchild & petition with exports, In confirmation of 
as been with the firm for more than 55 tolte, widely known Front Street brokers, this, recently in Rio a large exporter told 
is back in New York City with some me his greatest problem was to find Rio 
with Mr. Chapman inthe pre pointed observations on the coffee situation drinking coffees 
the plaque to Mr. Danne in Brazil “My private observation is that Brazil 
were bred Knauer, Bill Kaley and Mr. Fairchild sailed for South America annot allow this market to decline. There 
Lovell in mid-December on Mooremac’s Argen- is far too much at) stake economically, 
Nest sear the Dannemuller family will tina, and he returned via Pan American- even if the statistical position were not so 
clebrate ats) 7ath vear the coffee Grace Airways early this month. He favorable And Jast, do not) see or 
Poday they are one of) the Was accompanied by Mrs. Fatrehild hear of any group ready to oppose these 
the private brand coffee and Asked about the coffee picture in Brazil, Srazilian interests.” 
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Get your COLOMBIANS 


BALZACBRO 


Shortest Route from Growers 


| Balzac Bros. & Company, Inc. | 
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| F Bayer & CO 
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NEW YORK 5 


101 FRONT STREET 


W. H. LEE COMPANY 
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A. Medina Company 
New York 


Specializing in 
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105 Front St., New York, Tel. BOwling Green 9-1497 


GEORGE P. BOTT & CO. 
COFFEE BROKERS AND AGENTS 
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SANTOS — PARANAGUA 
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SANTOS 


A. L. RANSOHOFF Co., INC. 
Coffee 


NEW YORK 


Cable Address 108 Front Street 
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J.E. Carret & Co. 


90 Front Street New York 5 


CHARLES F. SLOVER & Co., INC. 


Coffee 


NEW YORK 


TEL: WHITEHALL 4-8182 109 FRONT STREET | 


George W. Lawrence & Co., Inc. 


106 FRONT STREET NEW YORK CITY 


COFFEE | 
COMMISSION 
MERCHANTS 


Special Attention to Requirements 
for Direct Importations. 


WESSIEL,IDUVAL & CO.,inc. 
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By MARI 


would 


tact that 


emove ceil 


Wher 

lull \onu 

would 


eal cause 


? 
Samplings 


M. HALL ould develop, especially in view of in 
reased ot cotfee m 

ntacted, umporters almost Europe 
d at business was As for business is wood, but 
miber wave as a contributing their margins stnaller, and if it ts 
it property tax, whiel inv consolation, remarked, thes 
asters 1 stocks on hand will not have » pay as much taxes this 
iffect the buying of spots voor Another is not worrying: green 
not, as others think, be the coffee costs more he will have to charye 
othe dullness. Tt remains more tor his roasted product. It is as 


buying os hand-to-mouth 


mys, and an actual shortaue 


simple as 


big tellows lead 


e the part of the roasters, and many be the way umbrella tor the 
will continue while prices little ones 

we high and close to the ceilings @e@ fack of Nauman, Gepp 

Deliveries t roasters have been & Co,, went to Portland 

, no recent months For Novem to sell some spot coffee he had on hand 

ber and December, 1951, and January, He did such a quick and complete job 

1952, shipments through the Port of there, he er the expense te 

San Franeiseo were 3,767 tons ahead ot places turther where thev also 

' lar period im 1950-31. With these buy coffee, he came right back. More 

pphes on hand, there has been n likely le vet back to that 

to bu recent ar Hornung home, a 

One miporter we talked to vers preture vou will tind, 
bullish as te prices) He teels that watl at vou, © 

Brazihan surplus down to as low 8 8 Harold seems to be doing 

2,000,000 bags, barely enough tot roost oft the long distance traveling for 

luctuaty ut 1 cotter Aron & Co, at this office of the com 

any turther bad news could pany He Central America 

bring about a ersis. This could hap contacting exporters and expects to he 

pen about mext May Pressure would away for ; months 
he vreat this vernment to Cotfee Club 


holds ws spring party this month at the 


Lakeside Country Club. Big things are 
in store for members by way of golf 
prizes, banquet and entertamment 

Cedric Sheerer, ot Ruffner, McDowell 
& Burch, is president; Bill Seely, of 
Fclger’s, is secretary and treasurer; and 
the directors are Morris Buckingham, 
t Alta Cotfee, Bob Manning, of Man 
ning’s, and BE. A. Johnson, Jr 

The chairman of the entertainment 
Committee is Fred DeBow, of W. R 
(arace, with assistants Jolin Coyneta, of 
M. J. B., George Malgrem, of Caswell, 
and Allan McKay, of B C. Ireland 
@e@ilhere has been some moving 
about and out at Ruffner, McDowell & 
Burch First is the news that Bill 
Bureh, with the local office for about 
17 vears and son of one of the founders 
has retired) Bill is quitting at a time in 
lite when he can still enjoy his pastime 
of hunting and fishing. He has done 
some rugged hunting with Allan Ely 
hardt. His many triends will miss him 
up and down coffee row 

Other movements referred to above 
are the trips of Oswald LL. Granicher 
ind John DL. Castleman into the North 
west and Oswald and Cedric Sheeret 
into Southern Calitornia 
8 8 There is nothing new m the old 
saving, “It never rains, it pours.” To 
krme Kahl, of the Jos. G. Hooper, Jr., 
Co, however, it must have gamed new 
vnificance, for overmizht, as Jo Hoop 
er revealed, Fernie doubled lis tamily, 
boy tor boy and girl for girl Phat 
vives Ernie and Mary Anne two more 


stricted). 


piling of mdse. 


The Progressive Port of 
SAN FRANCISCO 


Owned and Operated by 
THE STATE OF CALIFORNIA 
As a Public Utility for Shippers 


Major Harbor Facilities include: Foreign Trade Zone 
No. 3 (permits exhibiting, manufacturing, etc., stock- 
including non-dutiable and quota-re- 
Also shipside bulk grain elevator, refrigera- 
tion and bulk copra terminals; 42 deepwater piers; 67 
miles State Belt R.R. serving piers, and warehouses and 
industries adjacent to the waterfront. 


Re. TARIFFS: Write Traffic Dept. 


BOARD OF STATE HARBOR COMMISSIONERS 


FOR SAN FRANCISCO HARBOR 
Ferry Building, San Francisco 6, Calif. 


E. A. 


BRAZILS 


San 


JOHNSON & CO. 


COFFEE IMPORTERS AND AGCNTS 
COLOMBIANS + CENTRAL AMERICANS 


166 California Street 


Francisco Calif. 


WELDON 


150 California St., San Francisco 11 


H. EMIGH CO., INC. 
SANTOS — MILDS 


ZIEL & CO., INC. 


Established 1849 


IMPORTERS & EXPORTERS 


Quality Coffees —Venezuelas & Central Americas 


149 California Street 
San Francisco Calif. 
Cable Address: "“ZIELCO" 


THE 


383 Brannan St. 


Import Agents — Brokers 


G. S. HALY CO. 


San Francisco, Calif. 
TEAS 


Learning the technique of coffee roasting is 
easy with a copy of The Coffee Man's Manual 


Write to THE 
106 Water Street 


2.50 
Spice Mitt Book DEPARTMENT. 
New York 5, New York 
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exemptions, and another old chestnut 


could be quoted, “It's an ill wind, ete 

But no need, everybody is happy 

@ A coffee trade meeting was held 
at the Mark Hopkins Hotel to hear W 
F. Wilhamson, of the National Coffe 
Association, Charles Lindsay, of the 
Pan-American Coffee Bureau and Fred 
Baxter of the Robert W. Orr Associ 
ates, Inc Phe meeting was chaired by 
PCCA president Eugene Hoelter 
tional Advertising and promotion plans 


a 


tor 1952 were discussed betore the rep 
resentative yroup 

Ruben Hills, of Hills Bros. broke 
his leg while skiing in Sun Valley, 
Idaho. He was in Stanford Hospital 


» 
Con 


idence leon Israel, of Leon 


Israel 1 Bros. was in the hospital 
with the same kind of accident. He had 
been skiing in upper New York 

@ Bill Lynch, of W. R. Grace & 
ts making luis usual trip through Cen 
tral America 

A. Johnson, Sr, is in Mexico 
City with Mrs. Johnson, and they are 
reported stopping at the El Prado 
Hotel. For the most part it is vacation, 
but he neght not overlook a chance to 
do some good, businesswise 

8 8 Charles Hughes, of Hard & Rand, 
Ine, New York City, was visiting San 
Francisco and consulting with Harry D 
Maxwell, t 


cir local representative. Mr 

Hughes’ next stop was Los Anveles 

@ @ Weldon H. Emigh has been dome 
ne mg about Southern Calitor 

ma, with the usual aim of trying to 


ferret out orders 
Be All coffee importers don't contine 
themselves to coffec They sell tea and 
a surprising amount of cocoa beans 
Frank J. Frelleson, or Treland. 
ffee drinker, sells. the 
bean im 500 and 1000 bag 


while a loyal ¢ 


ots to such 
firms as Guittard’s, who just recently 
invested about $90 000 in new cocoa 
pressing equipment, installed by the 
Moore Drydock industrial divi 
ston 

Coffee imports into San Francisco 
tor January, 1952, were 14,090 tons. For 
January, 1051, they were 10,152) tons 
he total tor 1951 was 138,620 tons and 
tor 1950 124.919 tons 

The Western States Tea Asso 
ciation met at Gino's, with President 
Carlton Fo Corey presiding \ beauti 
tul leather traveling bay was presented 


to former president Miller M. Riddle 


by Bob Manning tor his valuable ser 
vices when head of the association 


scusstons were carned on as t the 
locetion and time of the annual prem 


embers were urged to attend a recep 


M 


thom the new ambassador from 
India. Bo Sen, by the chamber ! 
THittye t 


As to views on the tea business, one 
man present said that as tar as the ex 
perience of his firm was concerned, tea 
bau sales are up, bulk packane sales are 
down, and the overall trend is not cer 


kd Spillane of Haly Con 
pany was in New York City attending 
the 1952 meeting of the United States 
Board of Tea Experts 
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The late A. J. Anderson 


@e Arthur J. Anderson, who was head 
the Tnudustrial Machinery Division ot 
the Moore Drydock Co., died at Stan 
tord Hospital, San Francisco. He had 
been with the company for ten years, 
and before that was for vears 
want engineer tor the A. Schilling Co 
There he devel domuch ot the high 
speed equipment for processing and 


packaging spices 

While at Moore’s, he was instrumen 
tal in putting that company into. the 
coffee machinery business They now 
manufacture the MoorSpeed 
Mill serviee coffee mill rolls) and build 
other special equipthent Mi Ander 
son was a well known figure in the pro 
duction end of the coffee and spice 


business. and his passing will be felt by 


many friends in the industry 


Southern California 
By VICTOR J. CAIN 


(With this wssue, Andrew Moseley 
President of Breakfast Club Coffee, [nc 
Los Angeles, who for five vears handled 
this corner purely as a labor of love, steps 
aside under the of new business 
Rut we contmue to 
hear from Moseley via his 
convention roports 

Victor Jo who takes over thes 
corner, ts wth J. Morton, Ing Los 
Angeles and ts universally liked and re 
spected throwahout the trade im Southern 
California Tle ts president of the Los 
Ingeles Coffee Club —Fd ) 

@e Walter Emmerling, president of 
Ben Hur Products, Inc., made the trek 
to Chicazo to attend the director's 
meeting there of the National Coffee 
\ssociation 

@e Al Vogler, founder of Coffee In 


dustries. Ine., recently sold his interest 


in the firm. He is now taking a short 
vacation and will announce his plans ter 
the future at a later cate 

()7 Granicher and Ced Sheerer, otf 


Ruffner. MeDowell & Burch, Ine... spent 


a few days in Los Angeles calling on 
the -t have appoimted the 
firn I. Morton, Inec., thet 


wents in Los Anyeles 

@ @8 Andy Moseley is now well set up 
and operating out of his newly acquired 
plant, which fomerly belonged to the 
Allison Coffee Co. Good luck, Andy 
Glad to see evervthine going along so 
smoothly 

Weldon accompanied bys 


his wite, Lolita, came to Los Angeles 
tor several days, prior to gomg to 
Death Valley for a tew weeks’ sojourn 
@@ We were pleasantly surprised by 
a visit trom Ed. Johnson and his wite 
They planned to remain here in’ Los 
Angeles for a few days, then 
proceed to Mexico for an additional two 
weeks’ vacation 
the Southern Calitornia section 
ot the Pacific Coast Coffee Association 
held a luncheon at the Jonathan Club 
in cooperation with the Pan-American 
Coffee Bureau and the National Coffee 
Association karl Lingle acted as 
master of ceremonies and introduced 
“Bull! Wilhamson, of NCA, Charles 
lindsay, PACK and Fred Baxter, 
PACRB’s advertising agency. Mr. Lind 
say gave a short talk, while Fred Baxter 
nserted shdes in oa projector to show 

w they build up to the advertisements 
used in the national magazines 

Using the slogan, GIVE YOUR 
SELF A COFFEE BREAK,” the ap 
pealis to industrial and business leaders 
to give time each morning and after 
neon tor a cup of coffee, thereby im 
creasing efficrency production 
Radio will be used to appeal to the 
housewife to take time out and relax 
tor a cup of coffee ino mid-morning ter 
nore energy to continue through the 
day's) chores There will alse be an 
appeal to the ages ranging from 15 to 
21 vears 

We sincerely feel that theyvoare off to 
i fine start and the program should 
attract many users by plugging this 
slovan) We also know that the roasters 
will co alone with this tdea, for at 
tends to imerease their busmess from 
the angle of the restaurant market as 
well as the consumption at home 


Minneapolis 
By HARRY P. RILEY 


@ Charles Lindsay manager ot 
the Pan-American Coffee Bureau, 
Wilhamson executive vice president ot 
NCA, and Fred Baxter addressed mem 
bers of the Northwest Coffee Roasters 
Association at the Curtis Hotel 

The association took time out 
elect new officers tor the coming vear 
are Harold) Goth, Twin Citys 
Wholesale Grocer Co., President; Dave 
Platter, Red Owl Stores Ine, vice 
president: Paul Eibert, Eibert Coffee 
Co, vice president; Bob MeGarvey, Jr 


MeGarvey Coffee secretaryv-treas 
urer 
Present at the meeting were from 


the Atwood Coffee Co., Henry M. At 
wood, | Howard Winney, Harry P 
Rilev, Gene Dunklee; from the Pwin 
City Wholesale Grocery Co., Harold 
Goth and Erwin’ Knutson; from the 
Japan Vea Co... Willis) Krumpleman 
trom the Nash Coffee Co... John Han 
son, Les Clark, Otto Sorenson and 
Wilham White of their advertising 
aveneyv; from the Osgood Coffee Co., 
H.W. Fritz: from the Andresen-Ryan, 
Duluth, John Andresen; trom the Red 
Owl Stores, Stan Baleom; from the 
Holt Coffee Co Jim Holt; trom the 
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McGarvey Coffee Co, Robert Me 
Grarvey, Sr, Robert McGarvey, Lou 
Isaacson, Don Eklund; trom the 
Coffee Co, John Etbert) and Paul 
Fibert; from the Baker Importing 
Frank Feinberg; trom the Griggs 
Cooper, Roland Nisben; from the B 
Coffee Co, John Lambros; trom the 
Minneapolis Coffee Co, Ed) Mannen 
berg; from the Twin City Tea & Coffee 
Co, John Patten, Ir and John Patten, 
Sr 


Chicago 
By JOE ESLER 


General Foods is offering a rose- 
bush as a premium in the Milwaukee 
territory By sending a winding strip 
from a can of Maxwell House coffee 
and fifty cents one recewes a rosebushi 
which is valued at two dollars 

Jensen has been named man 
ager oof the midwestern division ot 
Magnus, Mabee and Reynard, Inc. with 
headquarters in) Chicago 

@ @ Arnold Morales has arrived trom 
Costa Rica to join the Costa Rica 
Coffee House 
has been om charge of the Chicago 


Bernardo Vargas, who 


offices for the past several years, has 
returned to Costa Rica headquarters 
@@ Plochman and Harrison are cele 
brating ther 100° anniversary They 
have specialized im condiments under 
therr own label and private labels 

8 @ the Chicago Coffee Club has set 
the annual golf tournement for August 
7th te be held at the Elmhurst Country 
Club This will be the tourth vear the 
tournament was held at this club 

@ Harold Hoysed ot the Atlanta, 
(ia. office of the Jewel Tea Co. averaged 
F$i221.17 per week for the entire vear 
11951) He received an award at the 
Chicago sales executive club in) Febru 
iy. He will spend some time at the 
Barrington headquarters while he 1s 
up north 


St. Louis 
By LEE H. NOLTE 


8 8 The annual election of officers ot 
e St. Lours Coffee Club was held at 
the York Hotel Phe new officers arc 

esident.Pete Rubimelh, president, Stat 


C oftec Vice president, Fugen 


( Forcien Freight Agent, 


BETTER COFFEE 


can be made in 
Clean Equipment 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 


R.R.; secretary, Lee H. Nolte, Noite 
Brokerage Co.; and treasurer, John 
Good, M. S. Good & Co. 

Our new president was immediately 
installed and one of his first duties was 
to appoint an attendance Committee: 
Joe Frimel, chairman, Jim) O'Connor, 
Sylvester McKenna and Tom Hawken, 
Ir 

In the regular order of business, it 
was decided that during the vear we 
would have meetings in March, Octo 
ber and November on the last Monday 
in the month 

The golf games will be held the same 
months as last vear (May, July and 
September) and as soon definite 
arrangements are made with the various 
groups and the dates set, you wall be 
promptly advised 
8 Speaking of yolf, Alvin Cohn, 
president of the Chicago club, has set 
August 7th as the date for the tourna- 
ment between St. Louts and Chicago, 
and it will be played over the course of 
the Elmhurst Country Club The 
trophy for this tournament will be 
known as the Pete Rubinelli trophy 
We think Pete is very generous in dis 
plaving such interest 
@ @ (ur guests at the election meeting 
were Donald) Zucker, assistant sales 
manager, Oneida Paper Products, and 
Ollie Lutteke, now connected with Joe 
Frimel, coffee broker 
Pefore our retiring president, Bob 
Klaus, stepped down, he presented 
Dave MeKay with solid 
gold) Longines wrist watch on behalf 
of the club, in appreciation of the fine 
work he did as chairman of the enter 
tamment and golf Committees 


Vancouver 
By R. J. FRITH 


ee With the Pacific Coast Coffee 
Association and the Seattle Chamber 
of Commerce working closely together, 
handling charges for coffee the 
Pacitic Northwest were cut back a 
little. Pacific Northwest coffee buyers 
wanted the same basic charge that 
applies in San Francisco. Vancouver 
coffee Importers were interested. Some 
terminals had boosted charges trom 
$145 to $2.95 per ton, though Cah 
fornia terminals held their charges to 
$1.45. But after Vancouver and Seatth 
coffee men brought the matter up 
through their Pacific Coast Cotfee As 
sociation, the Latin American steamship 
conferences agreed to cut back these 
charges, sO tar as Vancouver and 
Seattle are concerned, to the old figure 
Spokesmen tor the conterences say i 
the new and higher rate proves neces 


sary later, it will be made uniform right 


along the entire Coast 

was calling on tea buvers in Vancouver 
He has a booktul of feures on tea 


business and came up with the state- 
ment that Canadians drank more than 
4,000,000 000 cups of tea last year. Mr 
Jesudason is assistant organizing di- 
rector of the International Tea Market 


YFFEE & TEA IND 


Expansion Board From Vancouver 
he went East, to return) to Colombo 
from New York 

@eDr. Alexander Katz of Los 
Angeles who heads up F. Ritter & 
Co., Inc., was one of the early spring 
visitors to Vancouver. (Spring comes 
unbelievably early on this Coast.) His 
Vancouver representative is) Arthur 
Irish, Ltd 

eek. A. Johnson, Jr, of Eo A 
Johnson & Co., Inc., San Francisco, 
was visiting business friends in Van- 
couver. He said business is booming 
along for coffee men in the South, 
and he could say that again about 
Vancouver, where demand is well sus- 
tained for good coffee. 

8 ® John Castelman, who was former 
lv manager of the coffee department 
of Nabob Foods, Ltd., in) Vancouver, 
came back to town, bringing with him 
Oz Granicher Soth of these agreeable 
coffee emissaries are from the Ruffner, 
McDowell & Burch, Inc., San Fran- 
cisco. In the coffee trade, Mr. Castle- 
man is as well known as are the brands 
for which he supphes the good green 
coffee And none more welcome than 
he, so far as Vancouver coffee folk are 
concerned, 

ee fj. Murchie, who built a good 
wholesale coffee, tea and extract 
business in) Vancouver, ts developing 
Looking 


for some good ideas in retail merchan 


nicely the retail field 


dising, he visited friends Los 
Angeles, San Diego and San Fran 
cisco. Now back in Vancouver, he 1s 
preparing tor further expansion and he 
expresses the opinion the public 1s 
showing a preference tor better quality 
brands 

ee W.?. Riley, president of Western 
Grocers, Limited, whose several com 
panies and organizations combine to do 
a very large tea and coffee business 
in Western Canada, has retired as presi 
dent but goes on with the company as 
chairman of the board. FE. S. Cooper 
becomes president of the firm, and R 
T. Jepson becomes merchandising man 
ager 

G. Jeffery, who runs things 
in Vancouver tor the Tea Bureau has 
returned to the Coast atter a series of 
interesting tea meetings held in Prairie 
Provinces cities, including Edmonton, 


Ask us about 
Johnny-on-the-Spot 
the One and Only 
Single Unit, 
Portable Urn 

that Boils Water 
and Brews Coffee 
At Its Very Best. 

By the Makers of the 
famous Wet-Strength 
Filter Papers and modere 
fittings for urns from 

1 to 150 gallons. 


TRICOLATOR COMPANY, inc. 


321 JELLIFF AVE., NEWARK 8, N. J. 
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By W. McKENNON 


88 The New Orleans Green Cctfee 
\sseciation and others connected with 
the trade attended a special luncheon 
at Antome’s restaurant last month. W 
F) Wilhamson, executive vice president 
of the National Coffee Association, and 
Charles Lindsay, manager of Pan 
American Coffee Bureau, both of New 
York City, were guests. Fred Baxter 
ot the Robert W. Orr Associates, Pan 
\merican’s advertising agency, spoke to 
the group, giving an outline of the 
Bureau's advertising campaign for the 
coming year 

WwW. Roussel & Co., Inc. were 
hosts to the coffee trade at Antoine's 
restaurant for another luncheon five 
days earher. Charles Hughes, of Hard 
& Rand, Inc.'s New York City office, 
Was guest at the meeting. 

® 8 Gordon Atha, of Kansas City, is 
spending some time in the New Orleans 
office of J. A. Folger & Co 

David A. Kattan has returned 
trom a three-week business visit. to 
Honduras 

@ @ Sam Israel, of Leon Israel & 
Bros, Inc., New Orleans, has returned 
trom a business trip to New York 

@ ® Oscar Z. Levy, Jr., of Vicri, S. A., 
Rio, has been in New Orleans for the 
past six weeks, making his headquarters 
at J. Aron & Co., Inc. He plans to 
return to his post in Rio the latter part 
ot February 

88 The Hickerson Importing Co., 
New Orleans, has issued the following 
announcement, signed by Wilham H 
Hickerson, Jr: “Due to the prolonged 


oles 


poor health ot the undersigned, who ts 
the sole owner of the Hickerson Im 
porting Co,., this business will be hh 


quidated within the near future—atter 
the stock of coffee on hand has been 
disposed ot 

“LT wish to take this opportunity of 
thanking my customers for their valued 


patronage; particularly those who have 
remained loyal during the past five 
years when my health would not permit 
me to see them personally 

“To the members of the coffee trade, 
I wish to express my kindest regards, 
and to thank them for their co-oper 
ation in helping me to better serve my 
customers 

“Finally, | wish to acknowledge the 
competent and conscientious services of 
August J. Brisbi and Wilham J. Mor 
gan, who have been in the employ « 
my company for more than 15 years 
If it had not been for the efforts ot 
these valued and loyal men, it would 
have been impossible for me to have 
kept the business operating with such 
efficiency.” 
eek. A. Lataye has been kept trom 
the office for the past several weeks by 
illness. He is reported to be steadily 
improting and no doubt will shortly be 
back at his desk at J. Aron & Co., Inc 
Clifford Lataye, of W. D. Roussel 
& Co., Inc. is traveling the Southwest 
8 8 Luiz Antonio de Barros and Helio 
Guerra, of Comissarios EF Exportadores 
Barros, S. A., Santos, spent several days 
in New Orleans visiting the trade with 
J. P. Marks, their agent im this terri 
tory. Helo Guerra flew to the Pacific 
Coast to spend a tew days betore re- 


turning home, while Mr. Luiz Antomo 
de Barros returned directly to Santos 
trom New Orleans 

@e Edward McCleery, of the San 
office of Otis, MeAlhster, 
was visiting the New Orleans office 
Delamain, of J. Aron & 
Inc., was calling on his friends in the 
Oklahoma and Texas territory 
@eMr and Mrs. PL F. Witsell, ot 
Memphis, were recent visitors in| New 
Orleans 

@e Mr. and Mrs. Floyd P. Goodson, 
Sr, of Knoxville passed through New 
Orleans en route to Arizona, where thes 
will vacation 

8B Robert Welker, of Otis, Me 
Allister, made a trip in the Southwest 
territory in the interests of his) firm 

@ @ Mark S. Walters was a business 
visitor to New York City recently 


Backing up causes 
most food truck accidents 


If you operate your own fleet of coffee 
and tea delivery trucks, this information 
might be useful to you 

\ study of safety experts from the 
Kemper insurance group shows that the 
number one cause of accidents mvolving 
grocery trucks and other commercial ve 
hicles used in the wholesale and retail 
grocery industry is improper backing 

The study, based on more than 1,000 
fatal, non-fatal and property damage 
accidents involving grocery drivers, shows 
40 per cent of all the accidents occurred 
while the vehicles were operating in re 
verse 

Ranking second in the list of accident 
causes is inattention-carelessness. That 
means just plain daydreaming, the experts 
say, and it is blamed for 23 per cent ot 
the acciden‘s 


Selling Agent 
Buying Agent 


Member: 
Green Coffee Assn. of New Orleans 
The New Orleans Board of Trade Ltd. 
International House 


WILMER T. von GOHREN 
COFFEE BROKER 
306-307 Natchez Building, New Orleans 12, Louisiana 


for reputable coffee exporters 


for particular roasters 


Cable Address: 
WIVGO 


BROKERS 
203 Board of Trade Annex, New Orleans, La. 


C. H. D'ANTONIO & CO. 


Coffee 
AGENTS 


New Address: 


Agents for 


W. D. ROUSSEL & €0., INC. 


GREEN COFFEE 


HARD & RAND, INC. 


422 Gravier Street, New Orleans, Louisiana 


Dominican Republic. 


FELIX J. VACCARO 


305 Magazine St., New Orleans 12, La. 
Cable Address: FELVAC Phone: MAgnolia 3688 
Special attention to the requirements of roasters’ selections: 
——— | quotations and samples submitted on request. 
— REPRESENTING EXPORTERS IN: 
| Santos, Rio de Janeiro and Victoria, Brazil; Guayaquil and 
| Manta, Ecuador; Managua, Nicaragua; Havana, Cuba; San 
Jose, Costa Rica; San Pedro Sula, Honduras; Ciudad Trujillo, 


Sub-Agent in Principal Markets | 


ROASTERS REPRESENTATION SOLICITED 


Equipment to buy? 
Equipment to sell? 


Let the classified column of COFFEE 
AND TEA INDUSTRIES help you. 


MARCH 


CLASSIFIED ADVERTISEMENTS 


Rates Single Column 2 $3.50: 1” $6.00 
2° $11.00; 3” $15.00; 4” $18.00 
Situations Wanted 5¢ per word. $1 minimum 


UNIO 


Rebuilt 


Machinery 


ur 
Esrablishod 1912 


REBUILT FOR NEW 
MACHINE ACCURACY 
At Tremendous Savings 
International §.S. Straightline Vacuum 
Filler with Auto. Feeder, 160 per min. 

Resina LC Automatic Capper 

New Way MH Wraparound Labeler. 

Burns #6. #7, '/2 & | bag Roasters. 

Jabez Burns No. 25, 4000 Ib. Granulator. 

Jabez Burns coal or oil-fired Roaster. 

Jabez Burns #112 Coffee Grinder. 

Jabez Burns No. 35 Coffee Roaster. 

Burns 2 and 4 bag Jubilee Roasters 

Day & Robinson From 100 up to 2000 
lb. Dry Powder Mixers. 

Huhn Steam and Gas Fired Dryers. 

S. & S. Model A and B Transwrap. 

Pony ML and MX Labelers. 

World and Ermold Rotary and Straight 
away Automatic Labelers. 

Triangle G2C, A6CA Elec-Tri-Pak Fillers. 

S. & S. GI and G2 Auger Fillers. 

S. & 5. HG88 Duplex Auger Filler. 

Whiz Packer Volumetric Fillers. 

Filler 4 Head S. S. Piston Fillers. 

Amsco Rotary Sealer. 

Triangle SHA Filler and Carton Sealer. 
Hayssen, Scandia, Miller and Package 
Machy. FA, FA2, FA4Q Wrappers. 
This Is Only A Partial List 
OVER 5000 MACHINES IN STOCK 
Tell Us Your Requirements 


UNION STANDARD EQUIPMENT CO. 
318-322 Lafayette St., New York 12, N. Y. 
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WANTED—ROVAL COFFE! 
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We're telling 
Your 


which will appear 


each month in 


FORTUNE 
BUSINESS WEEK 
DUN’‘S REVIEW 


With 60 years experience ... with 16 affiliates in Central 


and South America ... with a staff of experts who have made 
a career of knowing coffee ... we are able to supply you with 


coffees to meet your specific requirements. 


This slogan is yours for the asking... 
to use in your advertising, 


promotion material, sales literature; 


on your packages, containers, THERES 

letters. We'll supply you with plates uke NC 

or prints of the art work. No | 00D Cup 
charge or obligation — it’s to help ~ COFFEE 


you sell more coffee! 


OTIS MSALLISTER 


Producers of 
: Established 1892 
Don Carlos Medellins * Otis Armenias 
H ; 2 . H 310 Sansome St 510 N. Dearborn St. 321 International Trade Mart 
SAN FRANCISCO 4 CHICAGO 10 NEW ORLEANS 12 
V lans « C ita Manizal 837 Traction Ave. 129 Front St. 228 King St., East 
enezuelans Carmencita Manizales LOS ANGELES 13 vant TORONTO 2 


and those Team-Mates of Quality 


Genuine Custom-Built Vintage Bourbons NGA 
MEMBER OF 
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